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GOTT WALD 
MANNEQUINS 


Possess 







an unusual ability to show to advantage 


the rare charm of fashion apparel. 


Displaying this type of merchandise with- 
out the aid of the tremendous selling 
power of beautiful mannequins means 


many lost sales. 


Follow the lead of America's 
most successful retailers—use 
Gottwald Mannequins and use 
them freely—then, watch your 
displays stop shoppers and sell 


merchandise. 








MOST POPULAR MANNEQUINS IN AMERICA SWIM NOVELTIES 
IMPORTED FROM VIENNA ansmaain 
ON THE LADDER" 
LADIES -- MEN -- CHILDREN “THE DIVING GIRL’ 
RELIEF - - NOVELTIES BEACH DISPLAYS" 











Write for illustrations of new 1937 models 


NONPAREIL COMPANY 


R. M. SHEELINE, PRES. 
448 FOURTH AVE. NEW YORK 


SOLE DISTRIBUTORS IN AMERICA FOR GOTTWALD MANNEQUINS 
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THE COVER 


The cover this month is a very attractive win- 
dow display by Dana O'Clare, display director, 
Lord & Taylor, New York City. The card copy 
read "The perfect suit—be it tailored or for- 
mal—lends itself perfectly to these varied 
accessories. Various blouses are displayed 
against scrolls of parchment, each scroll shaded 


irregularly to harmonize with the merchandise. 


OUR NEXT ISSUE °; 


The adventure of flight has intrigued the 
mind of man since long before Daedalus and 
his wings of wax. In the April issue of DIS- 
PLAY WORLD George Mason, United Air 
Lines, tells how display is helping educate the 
public into thinking of travel in terms of lux- 
urious air-liners. The article—one of twenty or 
more—is one you will enjoy reading. 





1937 


“Retail display should take as its keynote for 
1937 the aggressive, alert attitude of the merchan- 
dising and advertising divisions—keeping ever in 
mind that its effectiveness as a selling force lies in 
its ability to meet the ever-changing conditions 
quickly and effectively with displays designed to, 
and capable of, selling more merchandise at a 
profit."—D. F. Kelly, president, The Fair, Chicago. 
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Greater Facilities to Serve You Better 
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10 E. KINZIE ST. 





Greggory, Inc., announces its removal io 
10 E. Kinzie St., where an entire building of 
five floors will be occupied, a total of 
24,000 square feet. This was made neces- 
sary by the tremendous growth of the 
business and the wider scope of operation, 
We acknowledge our indebtedness to 
you for the important part your patronage 
has played in making necessary these larger 
quarters. 


Each floor of our new home will be devoted to 
a separate department, as follows: Ist floor, 
general offices and showrooms; 2d floor, special 
exhibits, stock rooms and sample department; 
3d floor, constructional and manufacturing de- 
partments; 4th floor, laminating department; 
5th floor, art and designing department; base- 
ment, recreation room and storage. 


In addition to the 
beautiful public show- 
rooms there will be 
private display rooms 
on the second floor to 
present to advantage 

the specially designed 
4) display settings, which 
1) will be an important 
y feature of the com- 
Y pany's expanded oper- 
/ ations. 


Our 25 Sales Repre- 
sentatives located in 
Ley cities from coast 
to coast are ready to 
serve you in your dis- 
play problems. 








St. Louis Office 


2d floor, DeSoto Hotel 
Lester M. Levin, Mgr. 


Complete Sales Office 
and Designing Service 


CHICAGO 











Creators — Manufacturers — Wholesale Distributors 


DISTINCTIVE DECORATIVE PRODUCTS 
DISPLAY & ADVERTISING MATERIALS 


The most important factor responsible for our steady and healthy growth is the 
originality and creative ability which has always characterized GREGGORY 
service. The newest and best in display materials and specialties are constantly 
Be sure to write us and have your name 
placed on our permanent mailing list. The "“Greggory Kit’ will then go forward 
to you on each occasion of our styling and manufacturing these new and dis- 


being styled for all seasonal uses. 


tinctive display and decorative products. 


You are not fully equipped to do the best display work without complete litera- 


ture on the Greggory lines. 





Write today for your copy of the 
32-page Spring and Summer Catalog and the “Greggory Kit,” 
containing actual SAMPLES of materials, PHOTOPRINTS of display suggestions and 


FOLDERS on the newest display materials. 


Beaded Moulding 
Decorative Papers 
Fabricotes 

Flexible Wood Paneling 
Fluted Board 
Flexo Board 
Industrial Board 


Leatherette 
Mirro-Flex 
Panel Board 
Parque Panels 
Pyrotex 
Poster Boards 





Laminated Products 


It will be sent you FREE OF CHARGE. 


Art Leatherettes 
Sign Cloths 
Fabrics 


Supple-Tex 
Trans-o-lite 
Veneer-Tex 


Cork-Tex Metal Foils 
Marble-Tex Coated Products 
Fibre-Tex Seasonal Decorations 


Chrome-Tex 


























“YAPPING 
EXCITEMENT” 


A Story of a Dog, 
a Ball and a Moral 


@ Did you ever notice how “dumb” a dog 
acts with a ball that is lying still? You 
can’t get him to look at it. But start it roll- 
ing, and—WHISH! Away the dog goes in 
a blur of yapping excitement. 

Dog nature and human nature are all 
the same in their attraction to action — ani- 
mation. Put ACTION into your window 
display with a PENDULUM POWER UNIT 
if you want buying action from the pass- 
ing public. 





You can use a Pendulum Power Unit in lots of 
ways for animating different displays. It can 
easily be adapted to give up, down, right, left, 
semi-circular and other types of motion suited 
to varying display needs. Costs very little to 
buy and less than a cent a day to operate. 
Write for illustrated descriptive folder. 













“Motion Sells More Goods”’ 
MOTION DISPLAYS Inc. 


Divisicn of Mergenthaler Linotype Company 
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“Be Yourself” 


I have always wondered how one can tell, 
t sight, just who did a certain outstanding 
iob. You no doubt have heard a popular 
song’ and immediately recognized that it was 


By HENRY A. HAWKINS 
Schleisner Company, Baltimore 


written by Irving Berlin. A more specific 
example of what I am trying to get at would 
be a painting by Maxfield Parrish, a cartoon 
by George Petty, or a window display by 
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‘ STETSON HATS * * 
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Malcolm Tennent. Surely, once you have 
seen a display executed by Tennent you do 
not have to look for his name under another 
of his windows. These artists all have a 
certain peculiar touch or technique which 
does not need their signature to be recog- 
nized. 

Why are the above men so successful in 
their chosen fields? The answer is very 
simple. They are each giving their respec- 
tive publics just what they want. I read 
recently the success story of an author, 
which illustrates this statement very well. 
The said author, Willard Huntington Wright, 
worked for fifteen years to make a reputa- 
tion for himself as a man of letters. To use 
his own words, he barely kept his books 
balanced during this time. 

You never heard of him? Well, to be 
honest I hadn’t either until I finished that 
article. We probably would never have 
heard of him if he hadn’t suddenly discovered 
that for fifteen years he had been giving the 
public something that very few of them 
wanted. After much thought he discovered 
that the public wanted and paid well for 
detective stories. His first venture in this 
field was “The Benson Murder Case,” under 
the pseudonym of S. S. Van Dine. Remem- 
ber? The first edition sold out completely 
in one week. 

The merchant’s job in any town or city is 
to give the people to whom he caters just 
what they want and at the exact time they 
want it. I know it isn’t necessary to tell 
you that the majority of the time, the public 
doesn’t know what it wants. That is where 
the displayman must do his work: show the 
public what it wants and tell it in plain 
everyday English just why it wants it. The 
merchant depends on display more than any 
other medium to get this idea over to the 
prospect. 

[Continued on page 38] 





—Preakness Oriole: official color for Preak- 
ness week in Baltimore. The dull gold net 
curtain had a valance stained green. The 
photostat was framed in white, with the cut- 
out letters in “Oriole. . .. The display of 
Stetson hats used a chartreuse zebra-striped 
floor. The plateaus were white. An en- 
larged Stetson hat box was framed with a 
bamboo arch— 
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in Search of Features 


By JAMES STYLES 
The Hecht Company, Washington 





Basically, advertising has not changed 
greatly since the days when the town-crier 
was the principal medium of disseminating 
information, and the crude newspapers were 
running notices to the effect that “Peter 
Hackitt hath rec’d a goodely quantitie of 
druggs to cure divers illes and wille be 
founde at his shoppe every day (excepte ye 
Sabbath) near the Goat & Compasses tavern. 
He doth also teache singing in a tuneful 
waye.” 

In other words any form of advertising, 
then and now, has for its main purpose the 
acquainting of the greatest number of pros- 
pective buyers with the merits of the com- 
modities offered for sale. Further than that 
it can not go. It is doubtful that advertis- 





ing ever sold a single individual anything 
that he did not want or need anyway. Ad- 
vertising, of course including display, must 
point out the merchandise, bring it to the 
attention of the public, and indicate its desir- 
ability. 

Hence it is all the more important in dis- 
play that the main items of interest—the 
things that make that particular merchan- 
dise more attractive than articles like it, that 
set it out as a thing apart from the ordinary 
—hbe sought, and once found, exploited. To 
put it more concisely, look for the big fea- 
tures, analyze them, understand them, and 
then tell others about them through the me- 
dium of your windows or interiors. 

Kenneth Goode’s book, “Showmanship in 
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Business,” says: “Find out what people like 
and do more of it; find out what peop 
don’t like and do less of it.’ It is up to 
the buyer to anticipate what the public will 
want, basing his judgment on style trends, 
“past performances,” and the like. Then 
devolves upon the advertising and display 
departments to take the merchandise an 
work out the best methods of presentation. 

In too many stores the display manager 
must combine with his regular duties the 
role of detective, ferreting out the high- 
lights for himself. This information should 
be available through the buyer or the adver: 
tising or sales promotion manager. The 
display director should receive it as a mat- 
ter of ordinary routine. Then it is up to 
him to display the commodity in such a way 
that the features reecive the proper emphasis. 

Where such information is not received 
regularly it is necessary to dig it up for 
oneself. Many times the literature of the 
manufacturer will prove a splendid source 
of display inspiration. Fashion magazines 
are excellent reference material. In_ the 
men’s wear field Esquire has come to be 
invaluable as a source of style information. 
Often its apparel illustrations are suggestive 
of a complete setting. 

In all the displays at Hecht’s we naturally 
follow the rule of “search for the features,” 
and then dramatize those we find. The pho 
tographs here illustrate the application o 
the idea. The first, for Mallory hats, was a 


—Emphasis is laid on the "silhouette" styles 

by the sketch on the background of the dis- 

play at the left. Price, another feature, was 

given a prominent place. ... Price was the 

principal selling theme in the display of ties, 
hence the stress laid on it— 
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/ 
—Two displays of apparel for the campus 
are shown at the right. The second had a 
luxurious background of leatherette; the cen- 
tral panel was trimmed in brass-headed up- 
holstering tacks and framed by college 
shields. . . . The vacation apparel display 
in the lower photograph required little ex- 
planatory treatment— 
tural.” The emphasis in the style hap- 
pened to be based on the silhouette. Ac- 
; cordingly the sketched outline of a masculine 
head in silhouette occupied the background. 
The price, another feature, was played up 
| b) large cut-out letters in the foreground. 
The heading over the background likewise 
| stressed the brand name and the silhouette 
idea. A few accessories, ties and gloves, 


wore included in the display. 

lhe mass display of ties naturally stressed 
price; since a large quantity of merchandise 
on display inevitably suggests low prices, 
this form of window presentation was 
adopted. Too, we got over the idea of a 
arge selection of ties. 

\t the top of page 7 is a window which 
needs no explanation. It is of a type used 
everywhere. The three books told their own 
story: “back to school.” The slanting dis- 
player in the foreground, incidentally, is a 
fine way in which to show related items. 

The thought of “Mallory hats for the 
campus” is more subtly indicated in the 














next picture. The headgear was shown be- 
4 fore a richly done background of leather- 
f ette; heavy wooden moulding was used. A 


panel at the rear held a blow-up of the 
manufacturer's poster within a square oi! 
large brass-headed upholstering tacks, and 
was flanked on each side by college shields. 

“Vacation wear” was the theme of the final 
display, appropriately colored by the blow- 
ups and the selling copy of the cards. The 
merchandise was of such a varied nature 
that little could be done to indicate certain 
points of attraction; however, the subject 
was one with which all are familiar and 
little was needed in the way of specific em- 
phasis. A window of a definite type of 
swim suit, for example, would have been 
handled in the manner recommended above. 














Display in the jewelry store can be at the 
same time one of the most fascinating as 
well as one of the most exacting of display 
problems fascinating because the mer- 
chandise itself is the essence of beauty 
and romance exacting because window 
space and background effects may so easily 
overpower the relatively small items of mer- 
chandise to be shown. 

Jewelry displays are apt to be dull and 
uninteresting and it has always seemed to 
me that they should be the last to be so. 
No merchandise is more glamorous or sur- 
rounded by more interesting legend and 
romantic history than jewels and no mer- 
chandise adds more of an air of gracious hos- 
pitality to the home than beautiful silver- 
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We Who Paint the Lily 


By VIRGINIA DIXON 


Black, Starr & Frost-Gorham, New York City 





ware. What greater inspiration could a 
displayman ask to put forth his finest efforts 
toward imaginative displays that will reflect 
these ideas as well as the quality and in- 
tegrity of his merchandise ? 

There are innumerable legends about 
jewels which lend themselves to display. For 
example, we recently did a display around 
the Arabian Nights’ tale of “Aladdin and 
the Wonderful Lamp.” A background panel, 
done in pastels, showed Aladdin dressed in 
his rich Oriental costume with his precious 
lamp in his hand. The elevations on which 
the jewels were shown were covered in blue 
velvet in a shade harmonizing with the 
tones of the picture. The copy on the win- 
cow card read: “Just as Aladdin with the 
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aid of his wonderful lamp wooed his prin- 
cess with precious jewels, so today jewels 
are the unrivaled gift.” 

Another such display was built around the 
idea of the emerald being the gem sacred to 
the Goddess Venus. A plaster head of 
Venus was shown with emeralds arranged on 
discs covered with pale green chiffon. The 
copy read: “The emerald—sacred to Vetius, 
emblem of true love and happiness, of eterial 
youth and hope.” 

There are many more such romantic ideas, 
ready to be adapted to jewelry windows, 
which will interest the passerby and which 
will also build up in her mind—in a more 
or less subconscious manner—a stronger ap- 
preciation of fine gems. 

Suggestions of the gay occasions and 
places where madame will wear her jewels 
may also make attractive displays. The 
Diamond Horseshoe of the Metropolitan 
Opera House was suggested in one of our 
recent windows. A horseshoe shaped ele- 
vation was built, covered in red velvet and 
gold fabric to suggest the red upholstery 
and gilt fronts of the opera boxes. A comedy 
and tragedy mask similar to the one over 
the proscenium arch of the opera house hung 
on the background. The jewels were ar- 
ranged on the elevation. 

The fashion angle may very well be 
stressed in connection with jewels. Lengths 
of fabric may be shown with the correct 
jewelry to be worn with gowns of such 
materials—gold clips and bracelets with 
tweed suit material, heavy jewelry with vel- 
vets and lames, less pretentious pieces with 
gay prints and chiffons—all properly attuned 
to the season and the current fashion trends. 

The coming coronation festivities in Eng- 
land offer a once-in-a-generation opportunity 
for display, especially to the jeweler. Jewels 
will play a major role in the ceremonies and 
in the social activities which will accompany 
the event. It is a time to make people more 
than ever jewelry-conscious and every jew- 
eler should take advantage of it. 

There are many more ways of presenting 
jewelry in the window. With a littie imagi- 
nation, the list becomes almost endless. | 
believe that there is still much to be taken 
advantage of generally in jewelry display. 

Silver merchandise offers a similar op- 
portunity to the display designer. It, too, 
has a romantic history both as a metal and 
as a medium for the expression of fine de- 
sign. It was one of the earliest metals to 
be fashioned into objects of adornment and 


—The arrangement of each of the displays 
shown on this page is particularly pleasing. 
Small round platforms were employed for the 
men's jewelry displayed in the upper photo- 
graph. The merchandise was placed with 
a view toward the relationship of each group 
with the others— 
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—The sea which was the home of the pearls 
in the display at the right was nicely sug- 
gested through the use of a small square 
painting in the background, showing an 
under-sea scene. .. . Below, the beauty of 
silverware is carefully displayed— 


uiility and has been worked by the master 
craftsmen of every period in the creation 
of objects of art and beauty. Today it is 
found in lovely reproductions and adapta- 
tions of antique pieces and in smart modern 
designs which add beauty to the home. Dis- 
plays may play up the historical background 
o! the pattern—the skillful craftsmanship 
which was necessary to bring it into exist- 
ence, the useful as well as decorative role 
it may play in the home, or innumerable 
other angles may be suggested. 

One such historical display in our win- 
dow showed the Florenz service, an Italian 
Renaissance design, with a picture of Ben- 
venuto Cellini in his workshop surrounded 
by some of his masterpieces. The copy for 
this display read: “Florenz—a sterling silver 
service, the embodiment in modern silver de- 
sign of the richness and beauty of the Italian 
Renaissance when Benvenuto Cellini, great- 
est of metal workers, dominated the silver- 
smith’s art.” 

If china and crystal are also carried, 
lovely windows can be arranged stressing 
harmony of design in these three essential 
items for dining. This idea not only works 
out into most attractive displays, but is the 
best possible sales argument for purchasing 
all these articles from the same shop. 

The jewelry displayman must always keep 
in mind that his window backgrounds must 
be kept backgrounds and not be allowed to 
become foregrounds. Of course, this is a 
cardinal principle of every kind of display 
work, but the jeweler in particular must 
keep it in mind. Other merchandise is in 
most cases large enough in size and strong 
enough in color to hold its own against 
fairly important backgrounds, but jewels, 
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however brilliant and colorful, still are small 
in size and easily lost in a miscellany of 
irrelevant decorations. Colors must be 
chosen with care to complement the beautiful 
natural colors of the jewels themselves. Ac- 
cessory materials, designed to carry out a 
story of an idea about the merchandise, will 
add interest and beauty to the window, but 
they must be carefully chosen. 

The arrangement of both jewels and sil- 
verware in definite design motifs not only 
makes the window more orderly and attrac- 
tive in appearance but makes it infinitely 
easier for the passerby to see the merchan- 
dise distinctly and individually. With 
especially small items, the grouping of a 
number together in graceful curves or smart 
lines, with careful attention to the relation- 
ship of each group to the other, makes vis- 
ibility clearer. 

Briefly then, the major problems as well 
as the major opportunities of those respon- 
sible for jewelry display would seem to 
center in the backgrounds. Inasmuch as the 
merchandise we display is in itself a perfect 
thing, our problem is to call attention to the 





perfection without introducing some high- 
light that is foreign to it. But while we 
may not “paint the lily” of perfection, we 
can and should intrigue the mind with back- 
grounds which suggest the glamour and 
romance, the craftsmanship and the utility, 
and which combine with the gem itself to 
provide an utterly desirable whole. 





"Stars of the Payroll" 


Features Elva Wilcox 

The New York World-Telegram, which is 
running a feature series entitled “Stars of 
the Payroll,” on February 6 gave a detailed 
account of the business life of Miss Elva W. 
Wilcox, secretary, Window Advertising, Inc., 
New York City. Miss Wilcox began her 
business career at the age of 8 through 
dealings with the junkman, later sold light- 
ing fixtures, and served with the Red Cross 
during the war. At present, besides her con- 


- nection with W. A. L., she is the only woman 


wholesale paper broker and the only woman 
sales manager of a publication printing plant 
in the United States. 
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A new store has been added to the four 
establishments of Silverwood’s which already 
serve patrons on the West coast. The new 
unit, known as Silverwood’s-Seventh Street, 
Los Angeles, embodies the latest principles 
of design in its outward appearance and 
those of display in its windows and interior. 

The store occupies a total space of 10,000 
square feet, including basement, first floor, 
mezzanine, and second floor. Nearly $100,000 
was spent in improving the property before 
the store formally opened on November 2, 
1936. 

On the first floor are found men’s shocs, 
hats, and furnishings. Sportswear is located 
on the mezzanine, with suits, dress clothes, 
and overcoats on the second floor. In the 
latter location there is also a woman’s shop 
in which sports and afternoon clothes are 
featured. 

The store’s many features and innovations 
include: an air-conditioning system which 
maintains a constant temperature of 70 de- 
grees, Holophane lighting fixtures, and inte- 
riors tastefully finished in Oriental walnut, 
avidore, zebra, and reeded birch. 

Located in the heart of the finer shopping 
district of Los Angeles, the new store oi- 
fered an excellent opportunity to Earl Wells, 
who served as display director for the five 
Silverwood stores until February 1, resign- 
ing to enter another branch of display. 
Window displays reflect the same careful 
attention and display ability as do those for 
the interior of the store, three views of which 
are given with this article. 

The upper photograph shows a close-up 
of the men’s wear section on the first floor, 
looking from the front door. The beauty of 
the fixtures is readily discernible. Well- 
lighted display shelves and the panel with 
the circular display opening at the left pro- 
vide excellent opportunities for presenting 
the merchandise at its best. Of particular 
note, too, is the manner in which the stock 
is arranged in the display cases. Cut-out 
letters, indirectly illuminated, indicate the 
sportswear department on the mezzanine. 

The second picture shows a view of the 
first floor of the new store, looking forward 
from the rear. Silhouetted cut-out letters 
are used to good advantage. An occasional 
display table is used to show featured mer- 
chandise where the customer can inspect it 
closely, and indirectly lighted display niches 
break up the rows of merchandise shelving. 

The third photograph presents a_ section 
of the women’s shop on the second floor. 
Ultra-modern fixtures are used, wood vi 
the same type being used for the trim of 
the room. Conditioned air enters the de- 
partment from plain, inconspicuous grilles, 


—The first photograph shows a close-up of 
the men's wear section on the first floor of 
the new store. Well-lighted display shelves 
and shadow-boxes provide excellent oppor- 
tunities for showing merchandise in attrac- 
tive settings. .. . Another view of the men's 
wear department is given in the second 
picture. . .. In the final photograph is pre- 
sented a section of the woman's shop on the 
second floor— 
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ideas for Shoe Displays 
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—Six suggested designs for shoe displays are shown herewith, all of a number of styles. Men's footwear is provided for by the designs 
constructed from wall board and the usual display materials. On the at the right. Constructed on the unit principle, cll the sections shown 
left are three applications of plateaus, backgrounds with motifs, and can be used for the basis of many varied displays and a great number 
shelves. Each design makes excellent provision for the presentation of color schemes are made possible— 





* 

With financial establishments and _ statis- 
tical organizations predicting increased pros- 
perity for the coming years, and with in- 
creased competition of mercantile retail es- 
tablishments to keep pace with the 1937 
trend, most department stores worthy of 
the name can logically look to the display 
department to develop and round out mer- 
chandising plans which daily become more 
important. It is true that during the depres- 
sion years every available type of promo- 
tional strategy was used to make wanted 
merchandise more desirable to the few per- 
sons having money to spend. But money 
was scarce among a given cross-section of 
typical department store customers and most 
of it was spent only for bare necessities. 
Luxury items, or merchandise of a higher 
type, were promoted very little by most retail 
stores. Although retail executives definitely 
felt the need of increased display, in many 
instances payroll and maintenance appropri- 
ations were cut to the core and consequently 
there was not enough men or money to fol- 
low a definite, aggressive display program. 
With volume now steadily increasing in 
most stores, and the most successful seasons 
since 1929 and 1930 reported by a large 
number of department stores, it is necessary 





for management to look toward the display 
organization for help in securing sales in- 


creases. 


I am going to outline a basic organiza- 
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tion plan which is workable in departnient 
stores doing a volume of five to ten million 
dollars annually. And although the number 
of individuals working in a display depart- 
ment is largely controlled by payroll ccsts, 
I am sure that this plan is flexible enough 
so that man-hours may be added or deducted 
according to the limitations of the store. 
Basically, the principle remains the same. 
We will start first with the publicity man- 
ager, who is the nominal head of the ‘is- 
play department, as well as advertising and 
other branches of publicity. There is a divi- 
sion of thought relative to this procedure, 
but I am sure that with an aggressive pub- 
licity manager doing the planning in a broad 
way with the display manager, results can 
be accomplished which could not be obtained 
if the display manager were working inde- 
pendently. Day by day grows the need for 
coordination by the display and advertising 


—At the left is a photograph of Cogswell 
Cromwell, display manager, J. N. Adam & 
Co., Buffalo. Below is a chart giving Crom- 
well's conception of the correct set-up for a 
display department in a store of from five 
to ten million dollars annual volume— 
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—A view of the J. N. Adam & Co., sign 
shop. Requests come in from various de- 
partments and are scheduled according to 
their importance. Finished signs are deliv- 
ered to various distribution points, where 
department managers may send for them— 


—Art work in process. Work sheets request- 

ing "finished art" are given to the studio 

head for execution. Mechanical aids such 

as air brushes, compression units, projection 

machines, and cutawls are a great aid in 
this work— 


—The display studio executes work for both 

window and interior displays. Here a case 

unit is being completed, while in the fore- 

ground a displayman makes cut-out letters 
for a men's wear window— 


departments. The display manager who can 
work harmoniously and efficiently with the 
publicity head is the man who will find that 
his services will be increasingly in demand. 

The display manager’s job is to work 
closely with the publicity manager and vari- 
ous merchandise managers, to work with 
plans and store-wide, departmental, and win- 
dow promotions. He should contact these 
executives to keep them informed on spe- 
cial promotions, and routine window sched- 
ules or other types of display work not of a 
promotional nature. 

It is becoming more necessary for the 
display manager to be informed on current 
trends of the fine and industrial arts. He 
should have a basic knowledge of architec- 
ture and construction so that constant 
changes and improvements can be made in 
the physical set-up of interior departments. 
Color harmony is a prime essential, as dis- 
play managers must dictate color schemes 
for windows and work with the superintend- 
ent or merchandise manager in departmental 
changes. It is necessary also for a display 
manager to have a fundamental knowledge of 
carpentry, electricity, and other manual arts. 
Mathematics also plays a large part in the 
display manager’s routine so that he may 
keep payroll costs and budget appropriations 
within fair limits. He should personaily 
plan and supervise all work done in his 
department. 

It is the duty of the assistant display man- 
ager to work closely with the display man- 
ager in practically every phase of display 
routine. He should be familiar with all 
plans being prepared in the display office, 
he should supervise the selection of mer- 
chandise for all window and interior dis- 
play units, be responsible for this merchan- 
dise, see that it is properly prepared for 
display, check the fixture set-up, copy cards 
and price tickets; in general, coordinate all 
the activities of the department so that each 
member of the staff having a part in making 
a set-up will finish his preliminary work at 
about the same time. He should then sched- 
ule members of the organization to the win- 
dows or interior units to be trimmed and 
carefully check the finished work, which 
should then be ready for criticism by the 
display manager. Further, he should gener- 
ally supervise and schedule work for the en- 
tire display personnel and see that the 

[Continued on page 40] 
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With Modern Display 
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By H. W. MORTON 


Coleman Lamp & Stove Company, Wichita 
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Keeping pace with the modern tempo in 
store displays, The Coleman Lamp & Stove 
Company has established a new display de- 
partment devoted exclusively to the com- 
pany’s dealers. The growing importance of 
good displays in the sale of all types of 
merchandise, plus the realization that first- 
class displays are usually difficult and fre- 
quently impossible for many dealers to ob- 
tain, led Coleman to establish this new 
service. It is designed to give our dealers 
the highest quality displays and display 








materials, either at cost or on a cooperative 
basis. 

Whatever the dealer’s problems in display 
—in his window, inside the store, or else- 
where—this new department is equipped to 
help him solve them economically. Almost 
any type of display will be made available. 
from a mere price card to a complete pres- 
entation that will fill an entire window or 
Coleman department. 

The display division is equipped with all 
the modern tools, machinery, and supplies 


to produce the most attractive work in the 
least possible time and at the lowest ex- 
pense. Seven experienced men are employed 
in the department. 

Three special rooms and storage space 
comprise the amount of space allotted for 
display purposes. In the designing room we 
do all the initial work. Here we have a 
dummy window, the size of the average 
dealer’s window, so that we can actually set 
up the merchandise and work out the dis- 
plays just as they will finally appear. 

Every job is planned and constructed en- 
tirely from the dealer’s standpoint. We make 
the displays fit exact specifications of the 
dealer and put them together in such a way 
that he will have no trouble in setting them 
up himself. Every piece is delivered with 
complete instructions so that only a_ few 
minutes are required for the erection of the 
finished display. 

We have all the equipment that is neces- 
sary for fast, accurate production. We have 
a complete screen process set-up for ob- 
taining all types of cards and signs to be 
used with the merchandise. The department 
can process anything from a 2-by-2-inch 


—Typical examples of the displays being 
turned out by the new display department 
of the Coleman Lamp & Stove Company. 
Above is the Wichita showroom, while below 
are two exhibits showing a complete line of 
the firm's products. These exhibits illustrated 
were set-ups made before shipping— 


fe wapene: ome emg 
; TREC at n | 4% ‘ 





March, 1937 





ae a a ae a 





937 


n- 


he 


ye 
it 


March, 1937 


—A custom-built range display. The small 
cards were processed in five colors in a 
quantity first run of 3,000 each. . . . The 
center photograph shows the paint and, 
assembly room and screen process section 
of the display department. . . . Below is the 
planning and designing room. Seven dis- 
playmen are kept busy turning out Coleman 
displays— 


card to a 20-foot banner. Other equipment 
includes circular and band saws and com- 
plete woodworking machinery for cutting 
wood letters and shaping wall boards into 
any desired design. 

With the public becoming increasingly 
conscious of displays, such a department as 
ours can be of immense help to our dealers. 
li offers them a chance to have good, up-to- 
the-minute displays no matter where they are 
located. 

\ regular feature of the new department 
will be the “Coleman display of the month”— 
a carefully prepared window display starring 
the most seasonable Coleman merchandise 
in an appropriate setting. This service, in- 
cluding price tickets, display cards, etc., will 
be furnished free to dealers on request. 
Any special display properties desired will 
be supplied at cost. The displays will be 
flexible enough to suit the limits of any 
dealer’s window and all properties will be 
sent him in ample time for him to arrange 
his Coleman display each month on correct 
schedule. 

Six photographs of Coleman displays, ex- 
hibits, or our work rooms are given with 
this article. The first shows part of our 
Wichita display room. This is a unit dis- 
play which can also be installed in dealers’ 
stores. 

The top half of the cut on page 12 illus- 
trates a panel background setting showing a 
complete display of eighty-one Coleman 
products. All columns were illuminated as 
well as the headings. This exhibit will be 
shipped to the different conventions and 
shows around the country. The view re- 
ferred to shows a sample set-up before 
shipping. 

The lower portion of the same cut is a 
standard sample setting for a Coleman 
dealer department. This is supplied to deal- 
ers on a custom made basis. The two small 
panels at each side are standard merchan- 
dising units, flexible for window and interior 
use. 

At the top of this page is a picture of a 
custom built range display. All small panel 
backgrounds were constructed on a wood 
frame with wall board finish in oil colors. 
The cut-out lettering is raised, while the 
smaller panels are processed. All such mate- 
rial is produced in quantity. The two small 
cards illustrated are processed in five colors 
in a quantity first run of 3,000 each. 

The center picture is of our paint and 
assembly room, which also includes the 
screen process section. 

And finally we come to. the planning and 
designing division of the display department. 

A good display requires good balance and 
design; the average dealer hasn’t the time, 
money, or facilities to get such displays by 
himself. We can give him a much better 
Coleman special display than he could other- 
Wise obtain and save him from one-fourth 
to one-third of the cost. 
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Modern Window Lichting 
For A Modern Store 


By A. J. ROEDER 
The William H. Block Company, Indianapolis 
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The $3,500,000 remodeling project com- 
pleted by Block’s a short time ago did not 
neglect the problem of window lighting. As 
much proportionate attention was given to 
this phase of the modernization as to that 
undertaken in the rest of the store. As a 
result we now have a show window illumina- 
tion system which is up to date in every 
respect. 

A description of the arrangement used may 
be of help to others who are contemplating 
lighting improvements. A careful study of 
the various scientifically correct methods of 
illumination discussed here may be of aid 
in judging equipment and deciding on the 
type of installation best suited to indi- 
vidual requirements. 

We selected reflectors noted for the high 
reflectivity of their silver-mirrored lining, 
with protective backing which withstands 
practically all deteriorating agents, and 
which are easy to clean. Of course, it was 
necessary that the reflectors be available in 
a variety of designs to meet our varying 
window needs. 

The type used in the narrow windows 
(first photograph) was chosen because it 
directs the proper spread of illumination for 
the fairly shallow area, at the same time 
producing a maximum amount of strong, 
pure, white light. 

Recessing reflectors is by far the most de- 
sirable method of installation, for it elim- 
inates the necessity of space-stealing val- 
ances, awkward shields, unattractive win- 
dow painting, and produces a smooth ap- 
pearing window in step with the stream- 
lining spirit of our day. 





| 
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Unusual are the clever parallel louvers 
employed to conceal the reflector interiors 
and the raw lamps from the eyes of the 
passersby. These are extremely effective in 
the island windows where the displays may 
be viewed from two sides. The fins do a 
double job here, for they bar the glance of 
the passerby from the piercing direct rays, 
irrespective of which side of the window the 
prospective customer is shopping. 

Louvers are essential to all modern show 
window equipment. Blinding spots of light 
will otherwise destroy the effectiveness of 


—Especially effective in relatively narrow 
windows are the type reflectors shown in the 
first photograph; they direct the proper 
spread of light for the shallow area. Parallel 
louvers conceal the reflector interiors and 
the lamps from the eyes of the passersby. 
(Photograph by courtesy of Curtis Lighting, 
Inc.) . . . A display for Lentheric perfume 
is shown at the left. The island window 
faces on the street and on the arcade prom- 
enade— 
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—At the upper right is an Enna Jettick shoe 
display, made especially interesting by the 
background treatment... . For deep win- 
dows or corner windows, Block's uses con- 
centric-ring louvers snapped into symmetri- 
cal cone-shaped reflectors which are recessed 
on 5-foot centers over the entire ceiling of 
the window. Being mounted at a sufficient 
height, the beam is allowed to spread so 
that even, high-level, illumination results. 
(Photograph by courtesy of Curtis Lighting, 
Incorporated )— 


the most outstanding display. The practice 
o: installing parallel louvers in each indi- 
vi ‘ual window reflector is well established 
ad advisable in many cases. The unusual 
fe ture here, however, is that these louvers 
ar. continuous (with an over-all length of 
15 feet 4 inches and an over-all width of 


16 4 inches). Thus “dummy” louvers are 
ca-ried across the triangular solid metal 
section at the corners, producing an effect 


of continuous lines, although they are ac- 
jally interrupted. 
This appearance is in harmony with the 
parallel bands running across the upper part 
of the plate glass, as well as lending a unity 
to the architectural setting of the display. 
The second photograph shows a display 
created for Lentheric perfume, using bowls 
of red, white, and blue carnations. The win- 
dow is of the island type, facing on the street 
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and also on the arcade promenade. 

The illustration at the top of page 15 is 
of an Enna Jettick shoe display. 

The final photograph depicts another type 
of lighting layout, often in demand for deep 
windows and corner windows. Standard 
concentric-ring louvers have here been 
snapped into symmetrical cone-shaped re- 


flectors and are recessed on 5-foot centers 
over the entire ceiling of the window. This 
louver design is used because it delivers a 
very strong beam of light on the merchandise 
below. Being mounted at a sufficient height, 
the beam is allowed to spread so that even, 
as well as high-level, illumination results. 
Thus, owing to the reflectors located in the 
background, interest is sustained into the 
depth and sides of the display. 

In the jargon of the showman, this type 
of layout gives the whole window a potent 
“selling wallop.” Not only the plane under 
and near the symmetrical, closely-spaced 
window reflectors is covered with a curtain 
of smooth, high-intensity lighting—the entire 
exhibit receives its adequate share. 

The louvers seen in the row of reflectors 
recessed in a straight line at the edge of the 
window are equipped with a special concen- 
tric louver which diffuses the light to a 
certain extent, as well as directing it straight 


down. At the same time this louver elim- 
inates blinding glare from the eyes of 
passersby. 


In selecting our window lighting equip- 
ment, it was chosen for other reasons in 
addition to its reflecting efficiency and per- 
manent quality. It is thoroughly adaptable 
to the varied purposes of the displayman. 
For instance, at any time we can achieve 
color lighting by snapping any one of a 
number of different color rings into the 
small concave holders which are incorpo- 
rated in the regular design of the reflectors. 

Further, the window lighting system is 
arranged to use the new three-light lamp, so 
designed that each unit can be used at its 
maximum capacity of 500 watts, or at 300 
watts, or 200. Thus, on bright days the 
whole wattage is used to overcome reflec- 
tions. At night or on dull days the wattag’ 
may be decreased to either 200 or 300 pet 
lamp as desired. This permits our windows 
to put over a continuous selling job, and at 
the same time holds down lighting costs as 
much as possible. 

We feel that the thought and deliberation 
which entered into our selection of a win- 
dow lighting system has been well repaid 
by the results obtained. 
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Display Department Logs Jams 


In the timber country at this time of the 
year logs are being cut in great quantities, 
and in the early spring they will start down 
the rivers to the sawmills. Sometimes a jam 
occurs. The lumberjack then seeks the log 
which is stemming the wooden tide and 
when he finds it, gives it a mighty jerk with 
his cant-hook and the flood moves onward 
with its freight of timber. This is, perhaps, 
the beginning of the journey to the market of 
some pieces of lumber that will some day 
find their way into our backgrounds or 
interior shops. 

Our jams in the display departments occur 
in a similar way. Some displaymen can 
not overcome these jams as easily as a log- 
rolling lumberjack. A displayman often- 
times loses his enthusiasm, becomes dis- 
couraged and disgusted, and leaves his log 
jam for the next man to solve. Ifa display- 
man wishes to go surging onward and up- 
ward in this profession, he must jerk out of 
place the obstruction that is holding him 
back instead of leaving it jammed for the 
next fellow. 

This is not as easy as it sounds. I know 
there are display jobs in this country that 
are forms of torture, and nothing else to 
the men who hold them. The dark holes in 
the wall that can not be used for anything 
else are to some merchants the place to 
house the display department. The display 
staff is supposed to thrive on bad air, poor 
light, and sewer gas. This condition we all 
hope will be wiped out as one unfit to be 
part of this fast-moving age of accomplish- 
ment. Old traditions in many stores are 
being kicked over to make way for a new 
day. Barriers that seemed as strong as the 
walls of China are being torn down in many 
stores to clear the way for better merchan- 
dising methods. Better merchandising meth- 
ods mean better display methods in nine 


By FRANK G. BINGHAM 
Robertson Brothers, South Bend 


cases out of ten. In the January issue of 
DISPLAY WORLD, F. M. Mayfield, presi- 
dent, Scruggs, Vandervoort-Barney, Inc., St. 
Louis, said, “The future of display is the 
future of merchandise.” 

Getting down to the key of log jams in 
display departments, let us discuss the ideal 
set-up for a display department in compari- 
son to the rest of the store’s promotiozal 
activities. We are discussing the ideal set- 
up, not the set-up I have nor the set-up that 
some other displayman has at this time. It 
is the set-up that you and I would install if 
given the opportunity to do a 100 per cen: 
job for our stores. It naturally would elim- 
inate all log jams, and operate smoothly 
twelve months in the year. It would put 
the display department where it belongs, not 
where it has always been in the past. 


Let us ask ourselves the following ques- 
tions to determine where we now stand in 
comparison to the other departments in ‘he 
store’s promotional planning: Does your 
department have a voice in the planning of 
promotional events? Does your display <e- 
partment rate the same attention as the 
advertising department with the buyers and 
executives? Do you know well in advance 
about the promotional events coming, so as 
to give plenty of thought to their successiul 
execution? Have you a yearly budget? As 
display manager, do you have a sales record 
report of each department? Would you 
know if the handkerchief department in- 
creased its daily sales 15 per cent over last 
year due to an interior display you installed 
at a cost of $7.25? Would you know the 
percentage spent on display for the year in 








comparison to the percentage spent on news- 
paper advertising? Do you regard each dis- 
play, window, or interior with the sole 
thought of how much it will sell for the 
store? Have you enough help to produce 
results? Could you do a better job of inte- 
rior selling if you had more help in your 
department ? 

Ten questions, and if you can answer them 
all with “Yes,” your display department 
hasn't any log jams to worry about at all. 
If most of them are answered with “No,” 
you have display jams which seem moun- 
tainous to remove, and yet in our own minds 


—Four displays designed by Frank Bingham 
are shown herewith. Above is a window of 
spring coats and suits, the graceful back- 
ground catching the mood of the season... . 
At the left the importance of formal wear is 
emphasized by cut-out letters on the back- 
ground, listing various social events soon to 
occur— 
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we know that they must be adjusted if we 
expect to progress in display. 

Therefore, to have an ideal set-up for 
promotional activities means we must have 
a department operating efficiently twelve 
months in the year, not just during a big 
sale or at Christmas time. The display de- 
partment of any progressive store today 
should have a smooth-running personnel 
trained to execute duties with speed and 
efficiency. Nine out of ten display depart- 
ments today are inefficient due to a lack of 
sufficient personnel to do a real window and 
interior selling job. The primary reason for 
»oor interior display is due to lack of help 
and sales people untrained in the simple 
ays of displaying merchandise. Very few 
ijisplay managers can give time to the 
‘aining of salespeople because their duties 
1re so taken up with things that could be 
ssigned to assistants, if assistants were 
available. 

This brings us to the first point under our 
deal set-up for an efficient display depart- 
vent in a progressive store of today: 

1, Window and interior display controlled 
yy a display promotion manager with assist- 
ats and the necessary help to function with 
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4. All store fixtures which pertain to dis- 
play in the windows or interior to be pur- 
chased through the display department. 

5. Advance plans which are vitally impor- 
tant to be worked out with merchandise 
executives and promotion department so that 
they can be installed on time. 

6. Display promotion manager should have 
the authority granted him to control entire 
interior display. An idea was recently pre- 
sented which stated that the display man- 
agers should go back to their first love, the 
windows, and leave the interior job to be 
done by a new man who was supposed to be 
pulled out of the clouds and was to know 
everything about display as well as advertis- 
ing. The merchants of today have to pro- 
vide only the necessary help and funds for 
interior display, and the display promotion 
managers with years of display experience 
will produce results. 

In conclusion, I believe an ideal set-up in 
comparison to the rest of the store’s promo- 
tional activities should embrace the above 
six points. Many more may have to be 
added according to the size of the store, but 
if these six were in operation I believe the 
log jams of display would be a thing of the 


We will need | 
EXTRA BLANKET 
to-night 


speed and efficiency. Speed has become an 
important part of display due to the fast- 
changing fashion trends; nowhere in mer- 
chandising is it more needed than in the 
display department. 

2. Operate entire display department un- 
der a budget plan with expenditures pro- 
rated over the calendar year. 

3. Display promotion manager’s duty to 
attend all store meetings, make advance 
plans with buyers, and work closely with 
the sales promotion manager or the adver- 
tising manager, as well as all others in 
authority. 


—Humorous figures, cut from wall board, 
were excellent eye-catchers in the display 
shown above. The background told the 
sales story in just six words. . . . Another 
display of formals is set off by soft drapes 
of contrasting material— 
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past. Let us hope therefore that merchants, 
store executives, and store owners have the 
vision of today, not of yesterday, and grant 
us the power so we can do a job of merchan- 
dising by doing a job of displaying it. 





Maharam Sole Distributors 
For Spencer Products 

On March 11 the announcement was made 
that Maharam Fabric Corporation, 130 West 
Forty-sixth street, New York City, is now 
the exclusive distributor for the Spencer 
Products Company’s complete line of dec- 
orative specialties. The new set-up~ will 
enable Spencer Products to devote its entire 
time and resources to the creation and manu- 
facturing of distinctive display materials. 





John D. Wilson Joins 
Window Advertising 

John D. Wilson, formerly with the Display 
Products Company, Boston, Mass., has joined 
the display materials division of Window 
Advertising, Inc., New York City. 





Lithographers’ Convention 
Set For May 11-13 


The Lithographers National Association, 
Inc., last month announced that its thirty- 
second annual convention and exhibition is 
to be held this year at White Sulphur 
Springs, W. Va., on May 11-13. 





Kay Displays Appoints 
Advertising Agency 

Kay Displays, Inc., one of America’s 
largest manufacturers of display material, 
has appointed Albert Frank-Guenther Law 
to handle its advertising. 





Gilbert To Assist 
L. J. Porchia 


Henry Gilbert has resigned his position as 
display manager for I. Miller shoe shops and 
has joined Bullock’s, Los Angeles, where he 
will serve as assistant display manager 
under L. J. Porchia. Prof. L. H. Gehring, 
New York designer, replaces Gilbert. 
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—Fine art prints averaging $2.00 in price are given 
away with a new “deal” by lodent Chemical Com- 
pany, Detroit. The dealer receives twelve packages 
of toothpaste and one free tube with a display stand, 
set of pictures, window flimsy, and price card. Pre- 
vious experience has shown lodent that this is the 
secret of getting a deal properly displayed—packing 
the display material and the deal together— 


* 


— Mass display for 
Parker Pen's current 
merchandise offer. 
Created by W. J. 
Rankin Corporation 
and lithographed by 
The Strobridge Lith- 
ographing Company, 


Cincinnati— 


— Appetite appeal, 
induced by the life- 
like reproduction of 
a Manhattan, is the 
keynote of this at- 
tractive display de- 
signed by the na- 
tional sales promo- 
tion department of 
Calvert Distillers 
Corporation— 


* 


* 


— Eau de Cologne, 

a new addition to 

the line of Gabilla, 

Inc., is attractively 

packaged as shown 

in the photograph at 
the right— 


- 


—Unusual lighting effects are em- 
ployed in the exhibit buildings at 
the Los Angeles county fair. The 
picture below shows the type fix- 
tures used, all constructed with 
opaque white Cel-O-Glass. The 
center lighting trough is 760 feet 











—Jimmy Durante, star of "Red, Hot 

and Blue,'’ enters Charlene Tucker, of 

the same show, in the current Wolf 

Award packaging competition to be 

held at the Pennsylvania hotel, New 
York City, March 23-26— 








—- a 22 te ee fete 
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Filene's Book Discusses 
Retail Display 

Edward A. Filene, department store exec- 
utive whose prominent place in the retail 
field is well known, takes up the subject of 
lisplay in his new book, “Next Steps For- 
ward in Retailing.” Among his comments 


are: 
“Many displays should be designed by 
voted artists and their names should be 
shown prominently with their work. .. . Dis- 
iay is unexcelled by any other medium for 
‘irect merchandise publicity, but it is still 
-vely in a pioneer stage... . J All windows, 
well as interior displays, should be 
ecked by a practical psychologist, who 
tuld study them from the point of view 
public response. Accurate control 
thods should be provided in order to 
asure the reaction of the public to every 
idow display. Increased appropria- 
ns will be needed for better window dis- 
play, but extra funds will be a sound in- 
estment and will be amply repaid in in- 
reased sales.” 


—;|se Bs OoOvane Kens 


oO < 





Rubenstein Salon 
Uses Live Models 


The usual attraction value of live models 
was thoroughly demonstrated in the windows 
of the new Helena Rubenstein beauty salon, 
New York City, recently. Five models ap- 
peared as modern versions of characters in 
famous paintings. The living figures posed 
within picture frames, while reproductions of 
the paintings illustrated the purpose of the 
displays. Only the heads and shoulders of 
the models were visible. 





New Catalogue Presents 
Display Racks 

A new catalogue describing display racks 
for retail stores has been issued by the 
Union Steel Products Company of Albion, 
Mich., showing a wide variety of such racks 
which the manufacturer’s designers have 
worked out for various types of products. 
These racks, according to the catalogue, are 
all! made of special types of welded wire, 
woven wire, light steel, sheet metal, or in 
combinations. 





New Turntable 
Announced 

The Sundt Engineering Company, 4238 
Lincoln avenue, Chicago, IIl., has announced 
a new vari-speed turntable. The “Senco” 
unit has a variable speed from 0-10 revolu- 
tions per minute. The speed desired is 
selected by turning a calibrated dial. A 
1/75 h. p. induction motor is used. The 
unit is designed to carry balanced loads up 
to 30 pounds. 





Cincinnati Paper Features 
Display Articles 

Howard Williams, president, Cooperative 
Displays, Inc., Cincinnati, is the author of a 
series of articles on display being featured 
by the Cincinnati Post. The first appeared 
February 13, with others following at weekly 
intervals. The use of color, balance, design, 
and other ingredients of display are dis- 
cussed. 
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Users of the CUTAWL find they can do cut out work in 30 minutes that 
required from 2 to 15 hours by other methods. This tremendous saving 
of time enables a displayman to do more work, get it out quicker and 
at a big saving in cost. 


Streamlined PRODUCTION 


Additional speed in turning out displays comes from the smooth finished cut produced 
with the CUTAWL. !+ needs no sanding or other finishing. 


Where more than one of a design is needed the CUTAWL will make from 3 to 20 
cuttings in one operation. 
Truly a present day necessity in every store, studio, sign shop and theatre. 


PAYS FOR ITSELF 


in a very short time out of a savings ef- 
fected in production. Our EASY PAYMENT 
PLAN makes it possible for you to order a 
CUTAWL at once. 


Send in the Coupon 


INTERNATIONAL 
REGISTER 
COMPANY 


13 S. Throop St. Chicago, Ill. 





The KIA Cutawl 





INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago 3-37 
Please send FREE your Catalog and Easy Payment Plan. 


Name.. 
Address. . 


Do” a rercre poe pre Siate 
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One Display Problem== 








Leading displaymen believe that the sub- 
ject of interior display is the next which 
must be given detailed study. In the past 
the problem of getting the prospect into the 
store has been the main objective. Retail 
executives now believe that a much-neglected 
source of business is to be found in the 
shopper after she becomes a unit in store 
traffic. It is logical to assume that good 
interior display has even greater power than 
window display, because the customer has 
indicated a definite interest in the establish- 
ment to the extent of entering; also there 
is no barrier of plate glass and doors be- 
tween her and interior display—she sees the 


merchandise at the exact point-of-sale, with 
the sales person close by. 

The whole question simmers down to one 
question: can the shopper who is brought 
into the store by window display, newspaper 
or radio advertising, be sold more? Can the 
average unit of sale be increased consider- 
ably over its present level? 

The managements of many stores answer 
that it can through interior sales promotion, 
of which interior display is an important 
part. The same dramatization of the func- 
tion of the merchandise can be shown on 
the interior even better than in the windows. 
Concentration of the attention on featured 
commodities is easy to attain through the 
development of “shops within the store’— 
sorority shops, cruise shops, sports shops, 
and the like. 

Interior group displays of related mer- 
chandise have been proven to be sellers. 
Even where complete “shops” can not be set 
up for certain articles it is possible to pre- 
sent them effectively through grouping. 

The presentation of rayon is one problem 
of the displayman who is giving thought to 
interior display. There seems to be a ten- 
dency on the part of many stores to segre- 
gate this merchandise and emphasize it in 
ways which range from simple groupings to 
complete rayon shops. 

One of the essentials of such displays, 
whether of piece goods or draperies, is to 
have them prominent and fairly colorful. 
The merchandise should be properly identi- 
fied. The Denver Dry Goods Company, 
Denver, Colo., accomplishes this through ar- 
ranging units in the manner shown in the 
first illustration. A wooden platform has 
been constructed around a column. The 
trade-mark and other identification of the 





and Five Solutions 


fabrics on display are on translucent mate- 
rial which is lighted from behind. The sare 
illumination serves to show the merchandise. 
The result is a display which stands cut 
like a land-mark in the department. 

Mandel Brothers, Chicago, makes use of 
a ledge display for rayon fabrics, the large 
cut-out crown serving to tie-in with the slo- 
gan of the manufacturers—“crown tested.” 
Samples of the material are suspended be- 
hind the crown, while an inset photograph 
of a window display shows four mannequins 
dressed in gowns made from the material on 
view. Incidentally, this photograph has an- 
other function: it reminds the shopper of the 
window display she saw just before enter- 
ing the store and recalls any interest slie 
may have felt at that time. At the right a 
neat show card, large enough to be read 
with ease, repeats the copy at the base of 
the reproduction of the crown—‘“washable 

.. will not pull at seams.” 

The H. C. Capwell Company, Oakland, 
Calif., devotes a complete display section to 
“crown tested” draperies, actual windows 
giving a fine demonstration of the product 
“in use.” Given an attractive depth by 
being in three planes, the group display per- 
mits the shopper to visualize the curtains as 
they would appear in her own home. Such 
arrangements are always effective sales stim- 
ulators. The section might be improved by 
a grouping of appropriate furniture before 
the draperies, thus converting it into an en- 
semble display of great possibilities. Cut-out 
letters are silhouetted across the top of the 
section to identify the merchandise at a dis- 
tance. The walls are painted in a neutral 
tone to blend with the different drapes. 

In Wichita, Kan., Rorabaugh’s employs a 
rayon fabrics section with much benefit. A 
wall board “front” sets off the department 
and gives it personality. Openings at each 
side of the entrance are used for material 
displays, while style cards illustrate finished 
frocks. 

Somewhat similar to the section for the 
H. C. Capwell Company is the treatment 
given rayon curtains and draperies at Lans- 
burgh Brothers, Washington, D. C. The 
display is identified in the usual manner. The 
skillful arrangement and the neatness of the 
section make it especially distinctive. 

Although not illustrated here, The Em- 
porium, San Francisco, in its piece goods 
department uses a display which brings spe- 
cial attention to rayon fabrics. Built against 
three large columns is a wall board back- 
ground in a neutral color. From the center 
of this arises a square translucent sign 
visible on four sides, with the words “Rayo 
Shop.” At a point approximately 2 feet frot 
the bottom of the background a platform ex 


—Rayon interior displays by the Denver Dry 

Goods Company, Denver, Colo., and Mandel 

Brothers, Chicago, are shown above and at 
the left, respectively— 


M 
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—On this page are presented interior dis- 

plays of rayon fabrics, curtains, and drap- 

eries by the H. C. Capwell Company, 

Oakland, Calif., Rorabaugh's, Wichita, Kan., 

and Lansburgh Brothers, Washington, D. C., 
top to bottom, respectively— 


tends outward for several feet and on this 
a group of fabric stands display the mer- 
chandise. Two mannequins show finished 
gowns. 
~ Placed a short distance away from the 
tting is a horseshoe-shaped displayer con- 
-ructed of wall board on which still other 
»yon fabrics are draped, ail of it below 
-level to facilitate inspection by the 
pper. The space within the sides of the 
player provides room for the sales person. 
\t the R. H. White Company, Boston, 
‘ee large square columns mark the en- 
rince to the rayon section. (Not illustrated 
cre.) Three feet from the bottom of each 
‘column a wall board extension has been 
uilt, protruding about 18 inches from the 
support on the three sides seen by the 
hopper. These extended surfaces furnish 
ice for merchandise display. 
lhe seven stores mentioned above are find- 
ing that their interior display efforts are 
paying dividends—not only in the rayon sec- 
tions discussed but on other merchandise as 
well. They are only a small group of many 
other stores which are concentrating atten- 
tion on the task of selling the shopper after 
she is inside the establishment. Undoubtedly 
the trend will be more and more along the 
same line as still other merchants realize 
the possibility of cashing in on store traffic 
which already exists. 


Luncheon Meetings 
Prove Popular 

Members of the Greater Cincinnati Dis- 
play Club have been turning out well for 
weekly luncheons, held at the Netherland 
Plaza hotel. At the informal meeting of 
March 2, Randall Sheeline, president, Non- 
pareil Company, was a guest. 





DISPLAY WORLD 


TESTED 


CROWN RAYON 


igen 
qoanty 


QUALITY FABRICS 








22 


DISPLAY WORLD 


March, 1937 


The Coronation’s Influence 
on Retail Display 


By FRANK W. SPAETH, Vice-president, 


W. L. Stensgaard & Associates, Inc., Chicago 


The approaching coronation of George VI 
presents the greatest show on earth, with 
millions of lines of publicity in the news- 
papers and magazines, hours of radio time, 
and thousands of feet in the news reels. 

With such ready-made interest here in this 
country, the coronation provides a perfect 
background for active promotion by retailers. 
Tie-in with a spectacle so universal in at- 
traction is not only natural but logical for 
several reasons. It is directly related to bet- 
ter costuming. It has color—in fact, defi- 
nitely associated colors that are authentic 
“coronation colors.” It is dramatic pageantry, 
offering opportunity in display—windows and 
interior—to lead both attention and interest 
to store and merchandise. In short, it offers 
retailers a perfect promotion set-up. 

Furthermore, the event will naturally have 
influence and effect on style designers. The 
coronation will uncover a trend that may 
have a bearing on style for months to come. 
The very fact that the pomp, color, and 
pageantry of the occasion stimulates for- 
mality, makes it even possible that the dress 
of this and all nations will be definitely 
influenced. We do not think that the corona- 
tion is a short-lived promotion possibility. 
While the actual ceremony occurs May 12, 
yet the program of events continues until 
July 22. 

Displaymen will naturally wish to famil- 
iarize themselves with the various social 
and state: functions which will occur shortly 
before and during the above-mentioned 
dates. This is given in detail herewith: 

May 5 and 6, court receptions. May 10 
and ll, arrival of foreign envoys, luncheon 
by the king and queen at Buckingham pal- 
ace. May 12, the coronation and a world- 
wide broadcast that night by King George. 
May 13, state banauet. May 14, dinner in 
honor of the king and queen; court ball at 
Buckingham palace. May 15, court recep- 
tion. May 20, naval review by the king. 
May 24, empire day. May 25, dinner for 
the king and aueen—given by the prime 
minister. May 26, birthday of Queen Mother 
Mary; court ball at Buckingham palace. 
May 26, night reception for the king and 
queen. May 28, court levee. June 9, official 
celebration of the King’s birthday (actually 
December 14). June 10 and 11,. ceremonies 
of investiture at the palace. June 22, levee 
and garden party at Buckingham palace. 
July 1, court reception. July 5 to 12, the 
king and aueen will visit Scotland. July 
14 and 15, the king and queen visit Wales. 
July 22, garden party at the palace. 

As for the impressive ceremony of the 
coronation, many American displaymen will 
wish to portray in their displays certain 
scenes from the ritual followed. Briefly, the 
service is as follows: 

1. The king enters at the west door of 


the Abbey church and proceeds to cross the 
transepts. 

2. On his arrival the trumpeters blow a 
flourish. First come the clergy, then heralds 
in tabards of the royal arms, next the off- 
cers of the orders of knighthood, then the 
standard-bearers of Ireland, Scotland, and 
England; other officials follow. 

The king, supported by bishops on either 
hand, arrives. He will wear a crimson robe 
with an ermine cape, the collar of the Gar- 
ter, and a cap of purple within a circlet of 
gold and diamonds. Boys from the West- 
minster school will call “Vivat Rex.” 

3. Then follows the recognition, with the 
cry, “God save the king!” repeated four 
times. 

4. A sermon is then heard and the king 
takes the oath. This is one of the most 
striking parts of the service. When the oath 
is completed the king kisses the bible, dips a 
pen in a silver inkstand and signs a copy 
of the vow. 

5. The king is then annointed with oils 
and is revested, wearing the supertunic of 
cloth-of-gold. Spurs, sword, and bracelet 
are presented. 

6. The coronation follows immediately, 
the king sitting in the ancient chair on the 
coronation stone. He wears the bracelet and 
holds the orb. While the latter is returned 
to the altar the ruby ring is.placed on the 
fourth finger of his right hand. A glove is 
presented, then the sceptre is placed in the 
king’s hand, and the rod surmounted by a 
dove in the other hand. The archbishop 
takes the crown of St. Edward from the 
Dean of Westminster, places it on the king’s 
head and pronounces his blessing. 

7. The remaining ceremonials of the hom- 
age and the crowning of the queen follow, 
after which comes the communion service. 
The last rite is then completed when the 
patina with the bread and a vessel with 
the wine are offered the monarch. After 
an ancient custom, he lays his hand upon 
them in consecration and offers them to the 
archbishop. 

The following information on the authen- 
tic coronation colors is from the British 
Colour Council. 

Coronation red rightly comes under the 
heading of crimson. It is a dark hue much 
used for the rich brocades of the Medicis 
and the ecclesiastic robes in Gothic and 
Renaissance times. It is used today as the 
official crimson of the British army. 

Coronation blue is slightly more red than 
the actual color of the lapis lazuli from 
which ultramarine was derived. The blue 
is very dark in tone. 

Of a deep shade, coronation gold is a 
color often found in some of the finest works 
of Oriental art. It has a softer quality than 
the ordinary hue. 


Coronation green maintains the tendency 
toward dark tones. In Europe green be- 
came one of the seven colors associated 
with heraldry and the color selected for the 
coronation is dyed to the original “vert” used 
in the science of heraldry in Britain from 
the thirteenth century. 

The four official pastels may be summed 
up briefly as Marlborough blue, a pale 
forget-me-not tint; Holyrood green, a deli- 
cate shade; Buckingham lilac, a soft tint; 
and St. James’ rose, which is similar to the 
shade used in the Aubusson tapestries and 
suggests the faded vieux rose of the period 
gowns worn in by-gone days. 

(Editor’s note: DISPLAY WORLD will 
be glad to send samples of the approved 
colors upon request.) 

The crown jewels of England of course 
play an important part in the ceremony and 
no display would be entirely complete with- 
out some simulation of them. The principal 
pieces involved are as follows: 

St. Edward’s crown is of yellow gold 
throughout, with down-curving arches to 
represent hereditary and independent sover- 
eignty. The crimson cap within the crown 
is the “cap of estate.” This crown is used 
only for the actual coronation; because of 
its great weight it is later replaced by the 
imperial state crown. 


This latter crown contains marvelous 
gems, among them being a ruby as large as 
a small hen’s egg, the Stuart sapphire, the 
Cullinan diamond which weighs 309 carats. 
All teld, there are four rubies, eleven emer- 
alds, sixteen sapphires, 277 pearls, and 2,783 
diamonds. The crown is of white gold, with 
acorn design on the arches, four crosses- 
patee and four fleurs-de-lis. The king wears 
this crown in the procession from the Abbey 
after the coronation. 


The jeweled sword of state is used only at 
the coronation when the monarch lays it on 
the altar. The back of the scabbard is 
ornately decorated with a fine, lace-like fili- 
gree. The jewels consist of emeralds, ru- 
bies, amethysts, turquoise, and topaz. At 
the point of the scabbard is a large turquoise 
set in a rosette of diamonds. 


The sword of state is not so richly orna- 
mented as the one mentioned immediately 
above. On the scabbard are the rose of 
England, the thistle of Scotland, and the 
shamrock of Ireland, three times repeated. 

The royal sceptre bears at the head the 
largest diamond known, weighing more thon 
516 carats. The queen’s sceptre has a staff 
of plain yellow gold on which are mounte4, 
at regular intervals, ornate gold rings, some 
of which are edged with rows of diamon 
The mound at the top represents the Briti-) 
orb. The cross-patee which surmounts t ¢ 
orb is set with four large diamonds. 
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Coronation Suggestions 
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—Shown above are seven drawings which will prove of help to displaymen planning a tie-in with the English coronation to be held May 12. The 
display at the upper left is suitable for many types of merchandise, incorporating a small plateau decorated with metallic moulding, a large wall 
board circle, and a cut-out guardsman— 
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R. V. Tossell Discusses 
A Display Plan 

At a recent convention of the National 
Retail Dry Goods Association, R. V. Tos- 
sell, vice-president and publicity director, 
Lasalle & Koch, Toledo, made the following 
comments relative to the merits for any store 
in establishing a definite display plan. His 
conclusions need no further elaboration in 
the form of editorial remarks: 

“A display plan is a good thing. It will 
lead to better displays, which in turn will 
lead to more business. In our store, the 
ideas of the publicity director, the buyers, 
and often the general superintendent are 
consulted before the display director gets 
his plan into workable shape. The following 
elements enter into the plan we use: 

“The calendar with its important dates; 
store-wide events; important departmental 
events; the fashion picture; special shops; 
exhibits; objectives of individual depart- 
ments; fashion shows; allowances for the 
unexpected and unpredictable—a_ display 
plan must be flexible. 

“Here’s what the plan accomplishes: (1) It 
insures that display becomes, what it must 
be, a major store function working efficiently 
in conjunction with all the other elements 
of the store's selling program. (2) It elim- 
inates haphazard thinking, doing, and spend- 
ing. (3) It makes it-easy to maintain a con- 
sistent display personality for a store. (4) 
It gets the things done that most need doing 
and leaves undone the things that will be 
missed least. (5) It encourages evaluation 
of the different kinds of display and their 
application to various departments and situ- 
ations. (6) It helps determine, in the sound- 
est way possible, how big the display budget 
should be. (7) It facilitates control of the 
budget. (8) It enables a store to build up 
and maintain an inventory of equipment, 
such as figures, fixtures, etc. (9) It dis- 
tributes the season’s work efficiently. This 
is particularly important to stores which 
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operate their own display work shops. 

“There are a couple of things you must 
do to make your plan work. You must 
give your display director authority “and 
backing. And you must give him a budget. 
You must give him a budget commensurate 
with the size and calibre of your plan. And 
finally, you must give him responsibility for 
its disbursement and control.” 





Retail Sales Climb Another 
14 Per Cent 


“Total retail sales for the United States 
are estimated at $37,940,000,000 for the 
calendar year 1936, an increase of 14.4 per 
cent as compared with 1935. The 1936 
total is within 23 per cent of the all-time 
high in retail trade which occurred in 1929, 
and is greater than in any year since 1930, 
when retail volume was 87 per cent of the 
1929 figures.” 

The paragraph above is a direct quotation 
from a survey by Nelson A. Miller, chief, 
retail trade section, marketing research divi- 
sion of the bureau of foreign and domestic 
commerce, Washington. The report goes on 
to say: 

“The revised total for the 1934 estimate, 
and the 1935 census of business, together 
with these present estimates, indicate that 
recovery in retail trade has been consistent 
for three years—1934, 1935, and 1936. Total 
gains have centered around 14 per cent each 
year since 1933.” 

The figures given are interesting in them- 
selves. But translated into something other 
than cold statistics they take on additional 
meaning. They show a picture of a nation 
steadily climbing from a depression which 
was nearly disastrous; a nation of men and 
women earning more money, spending more, 
dressing better, with more food on the table, 
new automobiles in the garage. 

Many economists predict that the flood of 
money released to the public late in 1936 in 
the form of bonuses, dividends, and wage 
increases will be of greater influence on re- 
tail sales in 1937, 

The retail picture is bright for the present 
year. There is every possibility that when 
the returns are all in it will be found that 
only a few percentage points separate 1937 
retail saies from the halcyon days of 1929. 





Attention Turns 
To Personnel 

Retailers in general are learning that their 
attitude toward personnel is becoming of 
paramount importance. Sit-down strikes at 
Woolworth’s, Detroit; the president’s mes- 
sage to congress relative to wage and hour 
regulation; voluntary agreements among re- 
tailers in scattered cities as to raising wage 
scales and lowering hours; the unrest in 
labor circles; the appointment of a “platform 
commission” by the National Retail Dry 
Goods Association to devise ways of carry- 
ing out a “proposed voluntary platform” 
covering the payment of just wages, the 
elimination of excessive hours of work, the 
improvement of working conditions — all 
point to one question: what will the retailer 
do about his relations with store personnel ? 

That something should and will be done 
is common opinion; so many factors are 
manifesting themselves to influence prompt 
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action that the situation can not be ignored, 

Whether whatever is done comes about 
through national legislation or by voluntary 
agreement is impossible to forecast, although 
the former is of course more likely. But 
the time is ripe for the retail display field 
to be thinking of itself as a unit, needing 
representation. This does not infer union- 
ism, but a common goal desired by all: rea- 
sonable hours, just remuneration, improved 
working conditions. The time to formulate 
a program is now, not later. 





Greggory, Inc., Moves 


To New Home 

Starting seven years ago as a one-man 
business in a small room, Greggory, Inc.. is 
moving into its new and attractive quarters 
at 10 East Kinzie street, Chicago. The com- 
pany will occupy the entire five-story bui!d- 
ing. General offices and showrooms will be 
located on the first floor, stock rooms and 
samples on the second, constructional and 
manufacturing departments on the third, 
laminating department on the fourth, and 
the art and designing section on the fiith 


floor. 


Greggory, Inc., has expanded in personnel 
also, now including eighteen executives he- 
sides many workmen and salesmen. The 
following comprise the executive staff: G. C. 
Gottlieb, president; R. C. Heimerdinger, 
vice-president, general supervisor, and pro- 
duction. manager; E. R. Grinstead, vice- 
president and sales manager; J. J. Piecuch, 
treasurer and office manager; R. A. Gable- 
son, manager order department; C. L. All- 
man, manager purchasing department; E. F. 
Gottlieb, secretary; I. M. Jacobs, in charge 
of construction; H. H. Hammerstrom, mer- 
chandise and traffic supervisor; M. J. Bjork- 
man, designer; H. S. Cohen, auditor; A. H. 
Hammerstrom, construction foreman; Wil- 
liam Zahorsky, assistant construction fore- 
man; E. Zaky, sample department; R. Ribol- 
lata, assistait foreman manufacturing de- 
partment; R. E. Williams, foreman laminat- 
ing department; Tom McHugh, shipping 
manager; Lester M. Levin, art director and 
display counselor, and manager of the St. 
Louis branch office. 

The firm specializes in the manufacture 
and wholesale distribution of all kinds. of 
display materials, including decorative pa- 
pers, fabrics, cut-out letters, and all kinds 
of display accessories. It has originated 
many display specialties and its development 
of laminated products has produced many 
unique display possibilities. It has also in- 
stalled a designing department to develop 
complete display settings for the manufac- 
turer of advertised products and for the indi- 
vidual retail store. 





$500 First Prize In 
Squibb Contest 

E. R. Squibb & Sons, in sponsoring an 
interior display contest for their drug prod- 
ucts, will offer $500 for the first prize win- 
ner, with 356 additional cash prizes. Tie 
total to be awarded is $3,500. Display mat«- 
rial is furnished by Squibb but contestan's 
are permitted to use original material 
desired. The contest will be in force betwec 
March 15 and April 15. The company ‘5 
located at 745 Fifth avenue, New York Cit 
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Banner Year Ahead 
For P.C. A. D. M. 


Everything. points to one of the most suc- 
cessful years in the history of the Pacific 
Coast Association of Display Men, judging 
from a recent letter from G. E. Williams, 
Barnes-Woodin Company, Yakima, Wash., 
president. Quoting: 

“Yakima, which will play host to the dis- 
playmen in the 1937 convention, is enthusias- 
tic over its opportunities. Our convention 
heads have been appointed and are busily en- 
gaved in carving out their particular duties. 
In Yakima we are fortunate in having un- 
precedented backing by our employers and 
civic organizations. For instance, we have 
an advisory committee of seven prominent 
merchants whom we feel will offer valuable 
assistance in accomplishing a most success- 
ful year. 

“Beginning April 1 we will publish our 
first issue of the Pacific Coast Display News 
—a four-page newspaper—which will -be the 
finest publication ever attempted by the P. C. 
A. . M. There have been appointed thirty 
regional directors throughout the coast whose 
duties are to see that interesting local clubs 
are formed in their district, to send news of 
the displaymen, and arouse interest in the 


-. C.A, D. M” 





E. J. Berg Now With 


Ray Schools 

E. J. Berg, for the past five years with 
Sears Roebuck & Co., St. Louis and Chi- 
cago, has accepted a position with the Ray 
Schools, 116 South Michigan boulevard, Chi- 
cago. He will serve as director of display 
and card writing, instructing the students 
through the use of actual merchandise, 
rather than “by book.” 

Serving since 1933 as display manager for 
Sears’ largest store, Berg was formerly in 
a similar capacity with B. Nugent & Broth- 
ers, St. Louis; Burgess Nash Company, 
Omaha; T. A. Chapman Company, Mil- 
waukee, and Harris Emery Company, Des 
Moines. He was in each position from three 
to eleven years. Berg is a past-president 
of the International Association of Display 
Men, with over thirty years of service to 
the organization. In 1935 he was voted a 
life membership in the association. 





Yeager Joins 
Utility 

FE. M. Yeager, treasurer of the Chicago 
Display Club and formerly with the Hub 
Office Supply Company, has joined the dis- 
play department of the Commonwealth-Edi- 
son Company, Chicago. He will serve as as- 
sistant to R. O. Johnson, filling the position 
left open by the resignation of Jack Kloos- 
terman, who has joined Montgomery Ward 
& Co., and will serve under Carl Haecker. 





Uniform Mats Assured 
By "Kant Process" 
Botanical Industries of America, Inc., 123 
West Twentieth street, New York City, has 
developed the “Kant process” for grass mats, 
which is said to assure fast color, consistent 
quality, resistance to fire, and uniformity of 
construction. A special descriptive folde~ 
will be sent on request. The mats are sold 
direct from the manufacturer. 
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WINDOW DISPLAY 


CARD WRITING 


and ADVERTISING 
By Our 


HOME STUDY 
METHOD 


EASY PAYMENTS 
Write for Catalog 


THE KOESTER SCHOOL 


300 W. Adams Chicago 
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Coronation 
Display Settings 


(36"x36” Overall) 


Authentic Reproduction of Coat of 
Arms, Jewels, Ermine, Two Crowns 
(in third dimension) 36 in. wide rib- 
bon scroll, reading "Long Live the 
King and Queen" in chrome fin- 
ished gold on substantial board. 


$5.00 per set 


Write for Quantity Prices 
WwW 


MAHARAM FABRIC CORP. 


130 West 46th St. New York 














make displays more striking. 


Spring colers. 


purpose. 
available for immediate delivery. 





NEW FABRICS TO MAKE 
DISPLAY-PLANNING EASIER 


Asher and Boretz’s new, EXCLUSIVE fabric “SATINPLAID” combines 
the appearance of satin with the brilliance and eye-appeal of plaid. Forty 
inches wide, “SATINPLAID” offers 20 attractive, unusual co'ors to 


Also popular for Spring and Summer displays are Asher and Boretz 
“SPANISH SHEETINGS,” in a wide variety of marbleized designs, and 
Fifty-four inches wide. 


There’s an Asher and Boretz pyroxylin coated fabric for every display 
All “handle” and wash easily—all are waterproof—all are 
Write today for samples and details! 


ASHER and BORETZ, INC. 
COATED TEXTILES 
DEPT. E, 900 BROADWAY, NEW YORK, N.Y. 











The Fountain Air Brush 


The AirBrush of the Particular Artist 
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The World’s Standard Air Brush for 
Over 40 Years 
Fasy to handle and keep in order. 
Send for Catalog No. 52D 


THAYER & CHANDLER 
Chicago, Iil. 


910 W. Van Buren St. 








MOULDINGS |! 


AND 
FRAMES 
B 


COPPER | Metal Moulding Co., Inc. 
CHROME 226 E. 144th St. 
pg hh New York City 


ENT STYLES Mott Haven 9-7373 














“Serving the Display Profession” 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


38 W. 38th Street New York City 
Telephone: Wlsconsin 7-4887 
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Modernizing Drugs Displays 


By W. J. EDWARDS 
Lane Drug Stores, Inc., Atlanta 
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The basic policy of Lane Drug Stores, 
“Always the best,” is truly a unique way to 
characterize a great drug chain which ren- 
ders service in ten southern cities. 

To organize a display department ade- 
quate to take care of stores that must 
measure up to their high standard was quite 
a task. The management, appreciating the 
value of modern eye-appealing displays, sug- 
gested that we modernize and depart entirely 
from the conventional type of mass drug 
display. 

We at once set out to analyze the drug 
display problem. One of our first findings 
was that the old mahogany background was 
no longer desirable as a setting for modern 
displays. In order to get a suitable back- 
ground to work from, we began to install 
panel backgrounds in all our windows. These 
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are constructed of a light mitered frame 
covered with wall board. We cover these 
panels in duvetyne, using suitable colors, 
which gives a very soft and refined appear- 
ance. This arrangement has proven very 
practical as the panels can be removed from 
the windows as required and covered in a 
very short time. 

Much attention is given to merchandising 
and the dramatization of various lines of 
commodities such as toiletries, drugs, pre- 
scriptions, candy, and soda. 

The Du Barry photograph on the opposite 
page portrays the refined character of our 
toilet goods displays, which pay close atten- 
tion to color, design, neatness, arrangemen‘ 
of merchandise, and copy. 

To make a complete tie-up, Miss Gladys 
Lewis, supervisor of the cosmetic depart- 
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ments, kas the interior of all toiletry cases 
trimmed in a modern background of beauti- 
ful color harmony. 

Note the character and detail of the dis- 
play illustrating the theme, “Work hands 
do for you.” This display, constructed in 
our display department, used a frame coy- 
ered with wall board. Each column had 
circular shadow boxes 22 inches in diameter, 
The outside surface of each column was done 
in light gray. The inside wall of the 
shadow boxes was in a medium shade of 
blue. Each box held a modern photograph 
mounted on an orange colored mat to em- 
phasize the picture. The photographs showed 
different operations performed in filling and 
compounding prescriptions, and the copy em- 
phasized the skill required. The center 
piece of the display showed a colored photo- 
graph of a doctor at a bedside. We feel 
that a window of this type is far superior to 
the antiquated type of prescription window 
and will do much to create. a feeling of 
confidence among the shoppers who stop to 
observe the interesting pictures and read the 
semi-technical copy. 

The president of Lane Drug Stores says: 
“Much could be said of the importance of 
good displays. Conceding that your windows 
are the eyes of your stores, they should be 
given expert attention. Interest-compelling 


—An institutional display of much attraction 
is depicted in the illustration above. The 
columns were in light gray, with 22-inch cir- 
cular shadow boxes painted a medium shad2 
of blue. The photographs were mounted on 
orange-colored mats— 


—A lIsdye trim which is flexible and well 
cdapited to interesting variations. The black 
base has silver cut-out letters— 
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displays are of tremendous value in promot- 
ing the sale of merchandise and building 
good will for the organization. Lane, per- 
haps one of the first drug store chains to go 
modern with new light backgrounds in win- 
dows, and with modern prestige displays, is 
continuously progressing toward even greater 
display achievements.” 

The evolution of drug displays, starting 
back in the pioneering days and progressing 
slowly along until the twentieth century, pre- 
sents a striking study in contrast. The col- 
ored medicine balls hanging in the corners 
of the window, with a few bottles of chem- 
icals and laboratory accessories, were once 
characteristic of almost every high-class 
store. But today you see modern trims fea- 
turing world famous brands of beauty aids— 
as swanky as the Fifth avenue department 
stores. 

Inside displays have changed from the 
heavily crowded show cases, dark and un- 
attractive, to modern artistic arrangements 
of well-grouped merchandise, properly 
lighted cases, and counters which enable the 
sales person correctly to present the mer- 
chandise. 

The lower photograph on page 26 shows 
how this trend is followed in the ledge dis- 
plays in the interior of Lane stores. Two 
units are shown, each 12 feet in length and 
40 inches high. The backgrounds of these 
displays are painted with casein paint in 
pastel shades. The base, with modern trim, 
is done in black, trimmed in silver cut-out 
letters. The two side cards, measuring 18 
by 40 inches, are removable. A modern 
moulding of silver was used for a suitable 
frame and also for end trims. The center 
piece was so constructed that it can be re- 
moved and given a new trim of lettering and 
figure. This makes a very flexible display. 
for in changing the side cards, color, and 
layout—in addition to changing the center 
panel—the result is an entirely different 
set-up at a very small cost of material. 


—A cosmetics window featuring Hudnut 
products, which is a fine example of modern 
drug display— 
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Classic Symbols in Plastic 
for Coronation Displays! 


Finished in officially approved Antique 
Gold or any special finish desired 


A. British Coat-of-Arms, 30” diameter 
B. Large Crown, 20” size. 


C. Miniature Crown, 314” size. 


D. Fleur-de-lis, 4”x6”, | doz. - 20; 3 doz. aes .00; 6 doz. $22.50; 
12 doz. $42.00 


$12.00 ea. 


(doz. $5.00; 2 doz. $?. 00) 


E. Column, illuminated, Vy rd. 6’ high. 6” wide. 





. MONroe 5881-5882 


Silvestri Art Manufacturing Co. 


1220 West Madison St. 





$12.00 ea. 
8.00 ea. 
1.00 ea. 






CHICAGO, ILL 














COLOR BLENDING 


Automatic, Continuous Flow of Blending Electric Light Effects 


Controlled by 


COLORFLEX CONTROL SYSTEM 







Attracts attention and fulfills the demand in signs 
and display for something new and different. 








OUR FREE BOOKLET CONTAINS AN ABUNDANCE OF 
IDEAS WELL WORTH WHILE TO ANY DISPLAY MAN. 





COLORFLEX CORPORATION, Hammond, ind. | 
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Three New York Displays 
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—The top photograph is of a display by E. A. Nelson, display director, Stern's. Titled, 'Hot- 
house Flowers,’ the card reads "Blossoms familiar or exotic blooming gaily on new hats, 
flaunting themselves on suit lapels!" . . . In the center is a window by Ambrose J. Donohue, 
James McCreery & Co. The luggage is skillfully heaped before the semblance of a freight 
door into an ocean liner... . The final display is by Sidney Ring, Saks-Fifth Avenue. The card 
on the background uses a pen and ink sketch of a feminine figure. The copy reads, "This year 
it isn't your suit—it's your suits." A swatch of the sport suit material is clipped to the card— 
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Acme Rey-Trim Introduces 
Colorful Designs 

Two new and colorful designs have just 
been introduced by the Acme Rey-Trim Cor. 
poration, 305 East Forty-sixth street, New 
York City. “Vari-tone” Reytrim is a blend 
of thirteen stripes of variegated tones 0: the 
same color, ranging from a light pastel at 
one end to a deep vibrant tone at the other, 
“Vari-bar” offers a smart design of gradu- 
ated stripes. Both designs are obtainable in 
six attractive colors, offering many display 
possibilities for backgrounds, ledge displays, 
etc. The same firm has also announced their 
1937 spring and summer catalogue of new 
and interesting display items. 





United Cigar Company 
Sells Display Space 

Soon to be extended into national cover- 
age, but at present confined to the company’s 
316 stores in the New York metropolitan 
district, United Cigar Stores has made ayail- 
able for display purposes the wall case doors 
back of the counters. Four spaces are used. 
The cost of the advertising has not been 
made known. Provisions are made to change 
copy bi-weekly. No attempt is made to co- 
ordinate the advertised products with those 
on sale at the counters. 





Stensgaard Retained 
By Wieboldt's 

Joseph P. Toole, general merchandise man- 
ager, Wieboldt Department Stores, Chicago, 
has announced that W. L. Stensgaard & 
Associates, Inc., has been retained as advis- 
ory counsel in all matters relating to the 
creation and visualization of package de- 
signs, labels, and trade-marks for the pur- 
pose of furthering identification, recognition, 
and attention value of store brands. 





Display Innovation 
Produced 


The “teletouch magic ball” has been placed 
on the display market by Magic Mirror Cor- 
poration, 37 West Fifty-fourth street, New 
York City. Resembling a crystal ball, and 
said to be operated by radio waves surround- 
ing the device, the ball becomes transparent 
when it is approached and reveals a small 
display platform on which a spotlight is 
directed. 





George Wagner Adds 
To Staff 


The following have been added to the dis- 
play staff of George H. Wagner, George B. 
Peck Company, Kansas City, Mo.; Charles 
R. Crawley, formerly with The Big Store, 
Auburn, N. Y., and Leopold Adler, Savan- 
nah, Ga.; G. W. Laves, Denby’s Women’s 
Apparel, Troy, N. Y. Crawley will serve as 
first assistant to Wagner. 





Form New Export Service 
For Display Equipment 

To act as a clearing house for export 
service, information, and as distributing 
agents for display signs, effects, motion 
devices, and fixtures, the Maritime Export 
Company recently opened at Room 1337, 25 
3road street, New York City. 
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ATTENTION! 








Display Equipment 
Manutacturers 


and Jobbers! 


@Plan now to exhibit at the Nation's 
Display Mart, Hotel Sherman, 
Chicago, Illinois, August 1-5, 1937. 


@I. A. D. M. 40th Anniversary Con- 


vention will be held simultaneously 





with the Interstate Merchants Council 
with an approximate attendance of 


12,000 merchants. 


@For reservations, phone, write or wire 






SYL C. RIESER, Managing Director 
International Association of Display Men 


207 HOTEL DE SOTO ST. LOUIS, MISSOURI 
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Year-Round Summer Displays 


With the constantly increasing tide of 
“sun-seekers” making their annual pilgrim- 
ages to Florida, California, the Riviera, and 
other winter resorts, the displayman no 
sooner completes his customary summer’s 
routine of displays until it is time to think 
of showing resort and cruise wear. The 
reverse is also true; there is only a momen- 
tary breathing spell between resort displays 


and those of summer. Consequently we are 
growing accustomed to the idea of year- 
‘round displays of summer apparel. 

How three displaymen in different sections 
of the country handled their cruise wear 
displays during the winter just ending is 
illustrated on this and the following page. 
The treatments shown may provide ideas for 
windows to be installed soon. 
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The first two photographs are of disp!ays 


by E. Dudley Pierce, Sibley, Lindsay & 
Curr, Rochester, N. Y. The upper picture 
is self-explanatory, being an_ excellent 


method of dramatizing resort millinery at 
little cost for the display. Below, the en- 
trance to the cruise shop was carried ou' in 
colors of green, yellow, and white. A ship 
was built over and around the permanent 
fixtures. Tied in with the same theme in 
window displays, the shop proved highly 
successful, Pierce reporting on January 23 
that the store was practically sold out of 
southern wear. 

On the subject of coordinating window and 
interior displays, Pierce says: “I believe that 
every display manager, to do better than a 
50 per cent job, must in most cases follow 
up his window with an inside promotion and 
create an atmosphere that will place the 
merchandise in its proper environment. I do 
not mean by this statement that every win- 
dow means an additional expenditure by the 
department for a special showing; but it is 
so whenever you wish to emphasize a spe- 
cial event or promotion. It is my belief that 
these jobs should be placed at the point of 
heaviest traffic in these particular depart- 
ments.” 

V. F. McCollum, Davison-Paxon Com- 
pany, Atlanta, Ga., created the next two dis- 
plays. Both windows make fine use of the 
“niche,” about which McCollum says: “Again 
we have used the niche idea, as I believe 
it is better than forcing the mannequins into 
a setting that throws all perspective out of 
proportion. This form of window treatment 
offers many possibilities. We have kept the 
backgrounds simple, as we are selling mer- 
chandise and not fancy backgrounds. Set- 
tings that are intended to enhance the value 
of the apparel should be very subdued and 
plain in execution. Both windows were 
handled in much the same manner. ‘The 
tile roof was brick color, the sea was blue- 
green, and the blue sky was shaded from 
the horizon with airbrush. Cut-out palms 
and figures were stepped forward. All for- 
ward walls were cream-white, with the fix- 
tures in the accessories window being all 
white.” 

The last two photographs are of displays 
designed by Karl Kneis, Stix, Baer & Fuller, 
St. Louis, Mo. In the shoe display a small 
niche in the background showed a sea scene. 
Very little “decoration” was used, but the 
atmosphere is unmistakably suitable for 
southern wear. The large corner window 
justified the number of mannequins, and here 
again little attempt was made to create an 
elaborate setting, the merchandise and the 
single palm telling their own story. 


—The two upper displays on this page were 
created by E. Dudley Pierce, Sibley, Lindsay 
& Curr, Rochester, N. Y., while the third and 
the accessories window on the following 
page were the work of V. F. McCollum, 
Davison-Paxon Company, Atlanta, Ga. The 
two final displays on page 31 were designed 
by Karl Kneis, Stix, Baer & Fuller, St. Louis— 
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Above illustration shows bust of King 


George VI ...... ..$2.85 cach 
Ornamental Wreath .$5.90 each 


Construction composition plaster in heavy 
aac adi : bold relief, furnished in gold. These pieces 

are merely spec:mens of our wide selection 
shown in special CORONATION display 
catalog. Send for YOUR copy. 


Late Spring and Summer catalogu2 is now 
ready. 





Discounts available to legitimate display 
jobbers. 


Lewis Display Materials, Inc. 
480 Lexington Ave. New York City 
Styled Displays Sell More Merchandise 


EERE 








GET THE FACTS 


AND YOU WON’T DO WITHOUT THE 


BRISCHOGRAPH 








You don’t have to be a trained artist to make 
PICTORIAL BACKGROUNDS for your show win 
dows. Use the BRISCHOGRAPH enlarging pro 
jector and make them Yourself easily, quickly and 
at low cost. Now considered standard equipment 
in display studios everywhere. 

THREE SIZES—Each a marvelous value and a 
perfected machine that will project to desired size 
in natural colors the sketch you want to reproduce. 


= . $ 10.00 
me $ 25.00 
an nl . $100.00 


PAYS FOR ITSELF—Send today for new 
booklet—Dealers in all principal cities. 


THE BRISCHOGRAPH CO. 
Established 1926 
3280 N. HIGH ST. COLUMBUS, OHIO 
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The Two=BPiane Card 


Is the extra time and labor required for 
the construction of two-plane window cards 
justified? We believe that this can be an- 
swered in the affirmative. Cards of more 
than a single plane have a distinction, an 
attraction value, which immediately raises 
their worth greatly. 

In the first place, they are different from 
the usual run of cards which the shopper is 
accustomed to seeing. Furthermore, they are 
more pleasing artistically. The human eye 
is more familiar with perspectives than it 
is with flat surfaces. When a show card has 
actual depth in its material construction it 
is literally “easy on the eye.” 

Of course, there are many occasions when 
the time element renders it impossible to go 
to the extra trouble of cards which have 
two planes. The only recourse is to fall 
back on the time-honored card with which 
we are all too well acquainted. In general, 
the two-plane card is well worth the extra 
effort. 

Three of the window cards in the photo- 
graph are of this type. The first, at the 


By WILBUR SHRIDER 


The A. E. Starr Company, Zanesville, Ohio 


upper left, had the red heart offset from the 
body of the card with a most pleasing effect. 
The lettering was done with speedball pen, 
a brush being used for the !arger characters. 

The third card in the same row used a 
cut-out scroll on which was lettered “Put 
on your bonnet with the ribbon on it!” Cut- 
ting out such a scroll takes time, naturally, 
but the finished card justifies the labor. 

The last card in the upper row had the 
panel set out in the same manner as the 
first one described above. 

Two window cards.for special promotions 
are shown in the lower portion of the photo- 
graph. The stock had a “lumber finish” on 
which the light show card colors showed up 
to good advantage. 


—tThe A. E. Starr Company finds that two- 

plane window cards furnish a pleasing 

variation from the usual flat surface pos- 

ter, the extra attraction value justifying 

the added construction time. In the photo- 

graph below the first, third, and fourth 
are of the two-plane type— 


In planning our cards we try to bring out 
some feature about the style or use of the 
merchandise, just as we do when planning 
a window or interior display. This is done 
by some special design for the heading, 
panels that are set out in relief as discussed 
in the foregoing, or in the copy itself. 

While we believe that copy should be 
short, we also feel that a few short lines of 
style information, or description of the ulti- 
mate use of the merchandise, make the 
cards stronger as well as more interesting. 

After we get the style information in ad- 
vance, from magazines and trade papers, 
about the material to be shown later, we 
plan the show card copy and designs well 
ahead so that when the time comes for the 
actual display we are prepared with the cor- 
rect cards. We prefer a card 9 by 14 inches 
in size, but use larger ones for special pro- 
motions. 

Getting back to our original theme, we 
have found the two-plane card to be of 
real service in the eternal quest for “some- 
thing different” in window cards. 
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The first 
won first prize for F. E. Whitelam, display direc- 
tor, R. H. Fyfe & Co., Detroit, at the National 


—Three displays of varied subjects. 


Shoe Fair, held recently in Chicago. . . . Second 
is a display designed by J. Allyn Dean, Mac- 
Dougall & Southwick Company, Seattle, which 
took the grand prize in the Pacific Northwest 
district for the best window display of I. E. S. 
lamps. The window gave a pictorial history of 
light from its first use by man. The photograph 
enlargements were framed in hammered copper. 
Ancient Egyptian lamps, candle moulds, etc., 


Shoes="Lamps==Corsets 
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created much interest. ... The third window is 
a display at Strawbridge & Clothier, Philadel- 
phia, built around the Camp "transparent 
woman" which has aroused so much comment. 
The center panel, life size and in full color, is 
executed on a series of plate glass, the outer one 
of which is deeply etched around the silhouette 
of the figure, with the glass sand-blasted around 
it. The lighting gives a perfect three-dimensional 
effect. Jenter Exhibits developed the idea. 
Lawrence Fertig & Co., Inc., New York City, is 
the advertising agency— 














WHY Kling-Tite? 
to install backgrounds, tack posters, fasten 
merchandise, etc. 


USE it! Saves time. Saves steps. Saves 


It's the modern way 


labor. Saves materials. Does neater, 
faster tacking. Used by majority of dis- 
play and sign men. 
HAMMERS 10 longer fulfill new-day 
needs — but Kling-Tite, the one-hand 
tacker, does. Easily portable. Self-con- 
tained. Automatic. 
%Ask for Folder. 


A.L.HANSEN MFG.CO. 
Y Kling-Tite Ja 5041 B°CoW italy yrelele mW Yc 
ae CHICAGO, ILL. 


















IBCOFOIL 


The NEW FOIL 
MOULDINGS 


We have enlarged our line to embrace the 
manufacture of a complete range of foil 
mouldings, in gold, silver and copper foil, 
both bright and satin finish. 


This will duplicate all of our chrome num- 
bers and also others to specification. 


Our new pyroxolin colors will make this 
the most comprehensive line of wood core 
mouldings manufactured anywhere. 





DEALERS SEND 
FOR DISCOUNTS 


CIRCULARS AND PRICES 
ON REQUEST 


BERLIN'S “IRBECO” 
CHROME MOULDING 


100 ATTRACTIVE STYLES 100 


AND NEW FEATURES 
Our No. 606 


Per 100 Ft. 
¥a" ake $4.00 


ae 
ae 1” eececce 36.00 


The first thought for Artists’ and Siqn Writers’ Su 














309 W. 44th ST. new YORK CITY, 








In the past three years it has been pos- 
sible for me to visit from one to ten times 
practically every department store in the 
country. And in these three years I have 
noted a decided improvement in the interior 
sales promotion methods of most well-run 
stores. 

Here is the picture as I saw it three years 
ago—not a particularly brilliant one. I 
found crowds, but not sales. Each store 
seemed to be run by fifty different people. 
Each buyer seemed to have his own pet way 
of running his department and the depart- 
ment expressed his particular ideas. One 
department was heavily stocked, and another 
was thinned out. Sixty to 80 per cent of 
the merchandise was buried where no one 
could see it—inside a case piled high with 
merchandise — in boxes — under tables — on 
shelves. The complete assortments were 
hidden away and only the most interesting 
items were given continuous display. People 
may have been buying what they came in 
for, but had very little opportunity for mak- 
ing “impulse” purchases because of the lack 
of display. As a matter of fact, even the 
marked-down items were so crowded that 
they did not appear to be worth even the 
reduced prices. 

Clerks had to carry the entire burden oi 
the sale. Having to pull out item after item 
until they found the right merchandise, and 
trying to recall the selling points of each, 
meant much loss of time and resulted in 
only a certain low percentage of sales. 

Very few signs were used and those few 
were unnecessarily large, with flashy prices. 
They contained merely the name of the arti- 
cle—such words as “Bags” or “Dresses’— 


but no facts or information. Customers 
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1937 Versus 1 


By MILTON REYNOLDS, President, 


Reynolds Appliances Corporation, Chicago 


would either pass up the unseen items en- 
tirely, or, after having them brought up 
from the depths, would be obliged to ask 
innumerable questions before learning the 
pertinent facts. 

Contrasted to this state of affairs is the 
picture that I see today. It is indeed a 
much brighter view. There seems to have 
been a general awakening—at least among 
the stores with more discerning manage- 
ment. There seems to be a harmony of 
opinion among buyers and department heads 
as to the one best method of operating their 
store. I find that while the crowds have not 
greatly increased over those of three years 
ago, there is considerably more buying going 
on. I have actually followed customers in 
many stores and found that they are buyinz 
two and three and four items. 

I have attempted to analyze the conditions 
surrounding this increased number oi trans- 
actions and my analysis indicates that these 
are the most striking facts: 

1. Stores are now showing more complete 
assortments of merchandise. If a man wants 
shaving cream, let us say, he will see not 
one or two-kinds, but possibly as many as a 
dozen different brands in assorted sizes, right 
before his eyes,*so that he can decide and 
buy quickly. If a woman wants soap, a 
kitchen gadget, handkerchiefs, a towel — 
complete assortments of these items are all 
exposed to her gaze. 

2. There is an agreement among. store 
executives, buyers, and department heads as 
to the policy of the store in this matter of 
merchandise presentation, and whether it is 
decided to display a lot or a little merchan- 
dise, this definite policy is maintained 


throughout the entire store. 














3. More care is given to grouping mer- 
chandise according to price. There is more 


bare space between merchandise. Stores 
actually look less “signy” but in many in- 
stances they have as high as ten times as 
many signs as before. The difference is 
simply that the former quarter or eighth 
sheets are now cut up into many smaller 
cards, yet all of them easily readable within 
buying range of the merchandise. Instead 
of containing just the name of the article-— 
which is obvious without the card—signs 
now contain factual information. Signs n 
do a job of selling merchandise rather that 
projecting majestic phraseology. 

4. Show cases are no longer being usc« 
as stock rooms, but rather are they now 
“selling” cases. 

5. The former average sales talk of eight 
minutes, I learned from my inquiries, has 
been reduced to an average of three minutes. 

All of which means, briefly, that selling 
signs along with assortment displays have 
enabled the customer practically to sell her- 
self before she takes up the clerk’s time. 

Many store heads have told me that these 
modern methods have increased their sales 
out of all proportion to their increase in ad- 
vertising and other expenditures, and that 
they intend to push this type of “point-of- 
sale” promotion to the limit. Why not? It 
accomplishes an extra sales impetus with 
practically no extra expense. 

My recommendation is that all store exec- 
utives pay closer attention to this highly 
successful system. It requires ‘action, to be 
sure, but it is an easy matter to hold meet- 
ings and agree on a plan whereby som« 
buyer or assistant in each department is 
delegated the responsibility of showing all 
wanted seasonable items at all times and 
seeing to it that signs are placed on all mer- 
chandise and that proper selling information 
is included on all signs. 

The display manager can play a most im- 
portant part in this program and make hin:- 
self a “sales” man as well as a “display” 
man. His job would be furnishing the extra 
ramps in show-cases, on tables and counters ; 
affixing the many items of merchandise: 
seeing to it that the signs are kept up and 
that they contain selling facts rather than 
obvious, meaningless statements. The dis- 
playman, with his background and experi 
ence, can be invaluable in the decisions as to 
the proper size of signs, discarding those 
that are too large or too small and arriving 
at a happy medium. 

The day of the purely ornamental display 
man has passed. The day of the sales pri 
ducing displayman is here, and with it, the 
better pay that goes with being a produce: 
instead of just an overhead. 


= = 


—A modern case display with merchandise 
grouped according to. price and amply sup- 
plied with intelligently-wordod signs— 
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Convention Statement 


DISPLAY WORLD 


Issued By 1.A.D.M. 


The following statement has been received 
from the national headquarters of the Inter- 
national Association of Display Men, St. 
Louis: 

You will find a great program of educa- 
tion and entertainment and a city fully pre- 
pared to greet you when you come to Chi- 
cago for the fortieth anniversary convention 
of the I. A. D. M., August 1-5, Hotel 
Sherman. 

Hundreds of Chicago firms, supplemented 
by the leading out-of-town display firms 
which will have moved to Chicago for this 
special occasion, will assure you of complete 
and convenient buying from the nation’s best 
resources. 

Our meeting in conjunction with the Inter- 
state Merchants Council, retail affiliate of 
the Chicago Association of Commerce, and 
nationally famous for its constructive pro- 
grams, will give added value to the occasion 
and make the trip doubly worthwhile. Store 
owners, executives, buyers, and department 
heads who are members of the I. M. C. will 
be guests of the I. A. D. M. and the Chi- 
cago Association of Commerce at a joint 
meeting. 

On the convention program are Leslie S. 
Janes and associates, Sears Roebuck & Co. 
Janes, probably the most quoted displayman 
in the public eye today, will speak on inte- 
rior display. The program committee has 
left the subject matter of his address and 
demonstration entirely in his own hands, 
leaving him unhampered to give fuil rein 
to his judgment on problems vital to retail 
display today. In addition, there will be 
taiks by Arthur Brayton, Marshall Field & 
Co.; Homer T. Buckley, president, Buckley, 
Dement Company, and R. R. Cunningham, 
La Salle Extension university. To these 


—A scene in down-town Chicago, where 
the fortieth annual .convention of the Inter- 
national “Association of Display Men_ will 
be held* August 1-5— 


howe Td 


will be added a host of other educational 
and entertainment features. The State street 
stores and the public utilities of Chicago 
will devote one window each to a model 
display of merchandise in connection with 
the educational program of the convention. 

All the entertainment facilities of a great 
metropolis will be at your command. The 
convention will be held at the Hotel Sher- 
man, in the heart of all down-town activities. 
For the delegate who may wish to take a 
few hours for his own pleasures Chicago 
offers two big league baseball teams, miles 
of sunny beaches along the shore of Lake 
Michigan, horse racing, 200 golf courses, 
boxing, wrestling, first-run picture houses, 
opera, night clubs, quaint inns and restau- 
rants—a bewildering array of entertainment 
possibilities. 

Many displaymen will want to inspect 
some of the world-famous department stores 
or some of the most select specialty shops. 
There will be hundreds of display ideas for 
your mental notebook, apart from the con- 
vention sessions, which will be of vast im- 
portance to those who plan on attending 
the annual event. 

Chicago is so located that the average 
delegate saves a considerable amount of time 
and money in making the trip from his home 
city. For more than sixty million Amer- 
icans, Chicago is within one night’s ride. 
More people can board a train and travel to 
the Illinois metropolis without change of 
cars than to any other city on the continent. 
Transportation facilities are splendid—thirty- 
eight railroads, thirty bus lines, eighteen 
aviation lines, nine steamship passenger 
lines, and the finest automobile highway sys- 
tem in the world all converge on Chicago. 

Make your plans now to be present when 
the fortieth annual convention of the I. A. 
D. M. gets under way. You will find a 
very beneficial program of events well worth 
your attention. 






























WINDOW DISPLAY 
INSTALLATION 
IS A BUSINESS 


Arranging merchandise and deco- 
rations is only a small part. Our 
clients receive the service of a special- 
ized nation-wide organization with 
comprehensive retail records and com- 
plete knowledge of local retail condi- 
tions. We secure the proper locations. 
We install all displays uniformly and 
correctly, following your instructions 
to the letter. 


For list of our 142 Associate Offices, 
serving 6,087 cities and towns, write 


WINDOW ADVERTISING, INC. 
AND ASSOCIATES 


175 Fifth Ave. 560 W. Lake St. 
New York Chicago 





for, — RESULTS. 














GIVE YOUR WINDOWS 
| i ap, A A Spring 
| TONIC 


You know how much it 
helps to give new life 
to your windows. WIN- 
DOWPHANIE is_ just 
the thing for the Valance 
job. WINDOWPHANIE 
Valances are placed right 
on the window ... no 
breakage. Many designs 
in carved glass effects; also solid colors. Cost 
is unusually economical. Find out. Write for 
illustrated catalogue and free samples. 


D. W. MALZ, 65 Fifth Ave., New York City 














GREEN GRASS MATS 


SPECIAL FOR ALL 


WINDOW AND INTERIOR 
DISPLAY PURPOSES 
Standard Sixe 36x72 
, Fast Color 
Featuring © Best Qua’ity 
F re Resisting 
Uniformity 


Special Sizes or Colors in 24 Hours 
Send for Samples, Special Folder and Prices 


BOTANICAL INDUSTRIES 


of America, Inc. 
123-125 West 20th St. New York City 











—when in need of 


FANCY PAPERS 


plain, printed, corrugated, coated and all display ac- 
cessories, address your inquiry to our new address. 


618 Market St. 


JOSEPH E. PODGOR C@Q., INC. 
Philadelphia, Pa. 






















the Better Corrugated 
Display Material 


Carried in stock by leading display mate- 
rial houses everywhere. Send for new | 
catalog and color chart No. DW-I Today. 





—COLORS 
—DESIGNS 
—VALANCES 
—BACKGROUNDS 
—PANELS 

—FANS 








v | 
| 


_ Acme Rey-Trim Corporation 
| 305 E. 46th St. New York, N. Y. 




































































ARTISTIC DISPLAY MFG. CO. 


301 WEST 54TH ST. 
NEW YORK $ 


Direct mfrs. 
of— 











metal faced, 
metal-covered, catalin 
letters, colored mirror back- 
grounds. Engraved and em- 

bossed glass signs at moderate prices. 
Write for quotations. Distributors Wanted. 

















TYPE 9501 BACK GEARED 
Light 
enough to mount 


Display Spee 
on ordinary card— 


Motor 

vertically or horizontally— 
with eyelet or staple. 
Weighs 10 ounces. Plugs 
into light socket—no bat- 
teries to run down, no 
radio interference, no trans- 
former. Cool running. Speeds 
3, 5, 8, 15 or 25 r.p.m. This is 
the unit that is running na- 
tionally distributed displays. 
A complete line of dependable 
motors and mechanisms. 

$1.10 in thousand lots 


SpeedWay Mfg. Co. 
1839 S. 52nd Ave. CICERO, ILL. 
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Detroit Club Members 


Entertained 

On January 18 the Continental Display 
Corporation played host to the Detroit Dis- 
play Club at the firm’s new showrooms lo- 
cated at 436 Cass avenue. Nearly 100 were 
present to enjoy the buffet supper and the 
meeting which followed. 

Highlights of the evening were talks on 
various phases of display. E. J. Durkin, 
Hinde & Dauch Paper Company, was intro- 
duced by W. F. Merrill, Continental Display 
Corporation, and spoke briefly. Walter H. 
Grover, J. L. Hudson Company, as newly 
elected club president outlined the policies 
of the organization for the future, stressing 
cooperation with the Retail Merchants Board. 
A. A. Hansen, president, Hansen Studios, 
spoke on club organization and past activi- 
ties. 

Clark Peterson, also with Continental, re- 
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sponded to a toast to the oldest club member 
present, Peterson having participated greatly 
in the early history of the association, The 
“punch board” committee reported a sub- 
stantial sum available for Displayman Nurn- 
berg, who is ill at the United States Marine 
hospital. 

In checking up the club members present 
it was found that six past-presidents had 
turned out. They were F. E. Whitelam, R. 
H. Fyfe Company; A. A. Hansen; R. H. 
Heimbach, Heimbach Display Service; 
Charles Ely, Ely Display Service; Ralph D. 
Johnson, The J. L. Hudson Company, and EH. 
W. Weaver, F. G. Clayton Company. 





New Location 
For Kulay 

Kulay Advertising Displays, Inc., has 
moved to new quarters at 80 West Fortieth 
street, New York City. 








—Created by Malcolm J. B. Tennent for Meier & Frank Company, Portland, Ore., the display 


shown above was installed in honor of President Roosevelt's birthday. 


The picture of the 


president was illuminated from the rear. The background was of red velour, while the material 


draped from the staff was in Field red, white, and blue. 


Of particular interest is the skillful 


use of light, which is a characteristic of Tennent displays; the objects to be shown are deline- 
ated clearly, while the rest of the window remains obscure. Tennent served as Portland chair- 


man of the decorations committee for the annual "Birthday Ball"— 
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We solicit your continued 


patronage on FLEX-O CRE- 


| 
ATIONS. Write for literature 
e samples, prices and ideas. 
Write for FLEX-O-PANEL FANS 
Samples of FLEX-O-GLASSINE FANS 
Sur Regular || FLEX-O-PLATEAUS 
Line of FLEXO-PEDESTAL SETS 
SPRING & FLEX-0O-BORDERS 
-UMMER (Flat or Corrugated) 
F 4BRICS & FLEX-O-BORDERS (Pinked) 
DISPLAY AC. (Die Cut Zig Zag Thru Center) 
CESSORIES — ee see 
e FLEX-0-COLOR SPOTS 


aad : FLEX-0-CAP & BAND SETS 
Everything FLEX-O-CORO (Corrugated 


For Foil) (Rolls 26”x25’) 
Display” 


FLEX-O-FOIL (Plain) 


: Re a 
FABRIC CORPORATION. 


N. Y.—130 W. 46th St. 
Chicago, 6 E. Lake St. 
St. Louis (DeSoto Hotel) Cleveland Detroit 





Boston 





THE NEW HAND MOLDED 
SLEEVE FORMS 
Order Today—They Are Ready 
Women’s Mannish Suits $2.50 pr. 
Men’s Suits and Coats $3.00 pr. 
Boys’ Suits and Coats $2.50 pr. 
@ Will last for many years @ 








110 volt, 
60 cycle, 
A.C. mo- 
tor. Bal- 
anced 

load 5- 5 Ibs., self oiling. Uses 10c a month elec- 
tricity. Turntable—Black crystal steel top and 
1% inch band for advertising matter. Rotary 
and disc, complete, $6.00. De Luxe 2-deck cabi- 
net black finish, trimmed with silver with 1134 
inch disc to match, $3.50. Both for $9.00. 


“Worth 5 times more. 


Goodman Flexible Sleeve Form Co., Mfrs. 


217 West 125th St. New York, N. Y. 




















You spend good 
money for adver- 


sag pyinnns tising cutouts or 
ee EASELS counter args 


dise displays 
is economy to use the Stand Pat Easel, with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out- 
live your display card. Write for samples today. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 














BLUE MIRROR SIGNS 


and other colors Mirror Plate Glass with raised 

CAT ALIN, Chrome-Faced, Metal Letters, all styles 

and sizes. 

PERSONALITY “CATALIN” SIGNS OUR SPE- 

CIALTY: Trade marks and names, scripts, per- 

Sonal styles of lettering faithfully reproduced. 
Write for Price List and Catalog 


FIXMOBIL Display Art, 303 4th Ave., N.Y.C. 
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Bonwit Teller Display 
Wins Contest 

A typically Chinese setting was used re- 
cently by Bonwit Teller, New York City, for 
a display of “Bamboo” perfume. The win- 
dow was awarded first prize of $250 in the 
window display contest sponsored by the 
perfume manufacturer, Parfums Weil. 





Change of Location 
For Hayden & Co. 

E. J. Hayden & Co., New York City, cre- 
ators and manufacturers of advertising dis- 
plays, has moved to 23 East Twenty-first 
street. Their former space has been doubled. 





Murray To Supervise 
All Display 

Murray Mayer, recently promoted to the 
post of sales manager for The Tailored 
Woman, Inc., New York City, will super- 
vise all advertising, window and interior 
display. 





New Booklet Features 


Zouri Store Fronts 

A most attractive booklet has been re- 
leased by Zouri Store Fronts, Niles, Mich. 
Fifteen suggested designs are included in 
loose-leaf form, each illustrating the modern 
trend in store fronts. 





Cogswell Cromwell Wins 


Contest Prize 

Cogswell Cromwell, J. N. Adam & Co., 
3uffalo, N. Y., has been awarded the $25 
prize as winner of the January “Didn’t Say” 
contest sponsored by Old King Cole, Inc., 
Canton, Ohio, and DISPLAY WORLD. 


Sheffield Joins Ivel 
Corporation 

The Ivel Corporation, 509 West Fifty-sixth 
street, New York City, has announced that 
William H. Sheffield has joined their organ- 
ization. He was formerly assistant director 
of the Atlantic City convention and pub- 
licity bureau. 


Herbert Niehaus Succeeds 
Glee Stocker 

Following the resignation February 1 of 
Glee R. Stocker as display director, Wohl 
Shoe Company, St. Louis, Herbert Niehaus 
has been appointed to fill the vacancy. He 
was formerly an assistant in the department. 








wale Displays Built To ‘te Sketch 
SCROLL & FILIGREE CUT OUTS 


CATALIN, WOOD, Cut Outs for the Dept. 
CARDBOARD Store and Silk Screen 
LETTERS Process Industry. 


American Display & Novelty Co. 
20 West 22nd Street, Dept. D. 3, New York, N. Y. 

















VALANCES 


An inexpensive way 
to improve 


DISPLAY WINDOWS 


Send Glass Sizes for 
Samples and Designs. 


Camden Artcratt Co. 


160 N. Wells St., Chicago 
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STEVENSON ANIMOTOR 


Guaranteed Four-Shaft Motor For 


MOTION DISPLAYS 


110 V.—60 Cycle—A. C. or D. C. 


FOUR DOUBLE-END SHAFTS 

Fast Rotary—50 r.p.m. 

Slow Rotary—6 r.p.m. 

Indexing—60°, 6 Stops 

2 Secs. Motion—8 Secs. Still 

Oscillation—70°, 10 Sec. Cycle 

Reverse Direction Each End 
Rubber Grommets, for use in mounting, 
eliminate vibration and insure silence. 
Flanged adaptor for direct connection of 
motion piece to motor—no cams, strings, 
belts, pulleys, etc. 
Used nationally by Kelvinator, U. S. Rub- 
ber, General Electric, Goodrich, Crosley and 
others. 


D. M. STEVENSON ENGINEERING CO. 


2842 W. Grand Blvd. Detroit, Mich. 

















—— 


COROCRAFT 
PRODUCT 


For new ideas in effective 
display you will need our 
NEW 1937 CATALOGUE! 


A host of new patterns—sea- 
sonal and for all year use. 
AIR CONDITIONED ICICLE 
—Beach, Sailboat, Blue Bird 
backgrounds are just a few of 
the many new designs. 











Write now for your copy— 


it's FREE! 


v 
WINDOW ADVERTISING, Inc. 


Naiional Sales Agents 
Room 702 
175 FIFTH AVE. 
NEW YORK 

















The Aristocrat of 
PRICE MARKERS 


Smart Interchangeable Metal 
Numerals and Letters Chrome 
Manufactured by 


Combination Produets Co. 


64-74 WEST 23RD ST. NEW YORK CITY 
Actual samples sent on request 


Satin 

















“BE YOURSELF" 
[Continued from page 3] 

I must diverge here with a little personal 
research which I find to be my best helper to 
date. I studied just what the people in my 
city bought, and why they bought it. After I 
had a fairly good slant on this phase of my 
business, I framed an idea of just how these 
people desired to see this wanted merchan- 
dise. I had spent quite a bit of time trying 
to get that casual look of Best & Co. into 
my windows. I also tried to imitate a lot 
of other very good displaymen, too numerous 
to mention here, but while the results were 
not failures entirely, they were anything 
but productive in sales results. I was, to 
repeat myself, giving my store customers 
what very few wanted or understood. 

Every displayman has his own idea of 
just what the perfect window should look 
like, and provided he firmly believes in his 
ideas, should carry them out his own way. 
I do not mean to state that one shouldn’t 
copy the other fellow’s ideas. No, use any 
idea that you feel is good, but do it your 
way. Remember that the other fellow is no 
better than you or I, and makes just as 
many mistakes. To prove this argument, 
look back, not ten or fifteen years, but to 
your own windows a year ago. I may be 
wrong, but I think you'll find them much 
improved today. The reason is quite simple, 
and due only to the fact that you are profit- 
ing by your own and the other fellow’ s mis- 
takes. 

Every man, regardless of what his work, 
is bothered by what is popularly known as 
“kibitzers.”. By kibitzers, I mean anyone 
who is not qualified as a display critic. In 
the majority of displays, when I listen and 
heed the kibitzer, I find that the results are 
far from satisfactory, either to me or my 
boss. If, on the other hand, I listen and then 
use only what I think is good, I find the 
results far better. I do not wish to give 
the impression that my job is perfect. It 
isn’t, and I honestly wouldn’t rate myself 
better than “passable.” My only reason in 
stating my personal experience is that I have 
found that it pays to be yourself at all times. 

To close my discussion, let me remind 
you that your boss doesn’t want his windows 
to look like John Lapidus’ in some other 
town, even if he is always remarking how 
smart they are. What he does want is to 
have them appeal to his trade and show 


DISPLAY WORLD 


good old cash returns at the end of the 
day. When they accomplish this very simple 
trick, then and only then will displaymen 
be recognized for their true worth in every 
store. And to make the idea more forceful 
I'll borrow that-old repetition stunt of 
Macy’s: “Be yourself, be yourself, be your- 
self, be yourself,’ ad infinitum. 





Strobridge Elects 
New Officers 

The Strobridge Lithographing Company, 
Cincinnati, has announced that at a board of 
directors’ meeting January 18 the following 
new officers were elected: Nelson W. Stro- 
bridge, chairman of the board; succeeding 
him in the presidency of the firm is William 
H. Merten, vice-president and general mana- 
ger of the company for many years; James 
G. Strobridge, New York representative, be- 
comes vice-president; Harold A. Merten, 
secretary; F. W. Betz, assistant secretary; 
Bernard Ungar, assistant treasurer. 





New Tacker Clinches 
Tackpoints 

The A. L. Hansen Manufacturing Com- 
pany, 5041 Ravenswood avenue, Chicago, an- 
nounces an entirely new, novel tacking de- 
vice known as its Model A-L Tacker which 
not only drives the tackpoint or staple, as 
with the ordinary tacker, but also deflects 
and clinches the tackpoint, without the aid 
of an anvil as is customarily used on sta- 
pling machines for this purpose. This un- 
usual feat is performed by means of jaws 
at each side of the tacker which deflect the 
tackpoint, turning it at such an_ oblique 
angle that it holds the materials securely 
together. 

With the exception that this tacker deflects 
the legs of the tackpoints and is equipped 
with side jaws for this purpose, it is the 
same as other Kling-Tite and Hansco model 
tackers manufactured by this company. 


Des Moines Club 
Reorganizes 

A meeting of Des Moines displaymen was 
held February 26 for the purpose of re- 
organizing the local club. Officers elected 
for the coming year were: A. R. Blyler, 
Montgomery Ward & Co., president; D. A. 
Crawford, Kurtz Hardware Company, vice- 
president; Foster Kesl, Kesl Display Service, 











OPPORTUNITY EXCHANGE 








DISPLAYMAN WANTED 


Young man—must be consistent worker, 
sober and willing and able to handle 
men’s and women’s wear. 


Midway, Moberly, Mo. 





DISTRIBUTORS WANTED 


To handle new style cloth advertising 
ideas. Write to 


MR. FELDER 


599 Eleventh Ave. New York City 











DISPLAY MEN — MANAGERS 
Display photos and ideass-sold and exchanged 
by world’s only display photo library. Post card 
size photo, any subject 10 cents. Monthly serv- 
ice available. Send your photos (no half tones) 
for free exchange. For full particulars write: 


CURTO DISPLAY RESEARCH, Inc. 
Tucson, Arizona 





Box 466 





FOR SALE — WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECORATORS 
Made of he-vy fleece-lined Jersey cloth, 55¢ pr., 
$3.25 half coz., $5.25 doz., postpaid. An elastic 
tape band is sewed in the top. Patented May 
20. 1934. Fits ever any shoe. Order by size 
shoes wern. 3. M. WALTERS, Mfr., 220 South 
Penton Way, Los Angeles, Calif. 
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secretary; George Sopher, Des Moines Elec- 
tric Company, treasurer. 

Committees were appointed to draw up a 
charter and by-laws and to arrange educa- 
tional and entertaining programs for future 
meetings. The club will meet regularly on 
the first Friday of each month. A large 
number of displaymen were present at the 
first session and expressed enthusiasm over 
the reorganization. 


Plastic Heads Offer 
Unique Display 

R. H. Macy & Co., New York City, re- 
cently introduced a unique millinery display 
in the form of four life-size plastic heads 
moulded from transparent jeweltone catalin. 

The idea of using catalin in these luminous 
colors for millinery display purposes was con- 
ceived by S. Matzner, president, Lloyd's 
Display Equipment Company, and executed 
by their artist, Lester Gaba. The original 
head was carved in catalin by Gaba, and from 
his model a mould was made for further 
production of the heads in shades of prystal, 
amethyst, sapphire, ruby, amber and emerald. 








New Company Formed 
By Marchand 


Henri Marchand, long noted for his work 
in the diorama field, has organized his own 
company to be known as the Marchand Dio- 
rama and Animation Studio, 1516 South 
Wabash avenue, Chicago. The firm’s founder 
was born in France, where he studied art. 
For many years he was associated with 
American scientific institutions, later joining 
the Diorama Corporation of America. The 
new company will specialize in animated 
displays, dioramic exhibits, and models. 





Spokane Club Receives 
l. A. D. M. Charter 

The Spokane International Display Club 
has applied to the International Association 
of Display Men for a charter, and the re- 
quest has been granted. 


Peck & Peck Appoint 
Connolly 


Peck & Peck, operators of a chain of 
thirty stores, has named Robert C. Connolly 
director of display for their organization. 
Connolly, formerly with Bloomingdale’s, 
New York City, is planning a moderniza- 
tion program. Previous to his appointment 
the display work of Peck & Peck had been 


handled on a free lance basis. 








Display Survey Report 
Due Soon 

The Traffic Audit Bureau, Inc., New York 
City, which recently brought to a close a 
window display circulation survey for na- 
tional advertisers, agencies, display produc- 
ers, etc., is expected to announce the results 
of the investigation within a month or six 





weeks. Dr. Miller McClintock was in charge 
of the survey, assisted by John Paver, chicf- 
of-staff. 
Lee Allen Promoted 
By Macy's 

Lee Allen, formerly with the decora'ing 


staff of R. H. Macy & Co., New York ( ty, 
has been made head of the store’s interior 
display department. 
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Display 
World 


Display’s Great Monthly Digest 


SERVICE BUREAU 


The DISPLAY WORLD Service Bureau will 
te glad to supply the latest authentic informa- 
tion about anything in the display line in 


which you are interested. 


If you do not find 


your needs listed on this blank, write a sepa- 
rite letter. If we do not have the information 


ou want on 


file, we’ll find out for you. Avail 


urself of our service facilities without cost 


r obligation. 


This service includes an analysis 


f any display problem. 


O Air 


Brushes 


(0 Airpainting Equipment 
[) Animated Signs 

() Artificial Flowers 

(0) Artificial Snow 

C) Backgrounds 

(] Background Coverings 
CL] Booths and Floats 

( Brushes and Pens 

(1 Cabinets—Revolving 
CL) Card & Mat Board 

(] Cardwriters’ Materials 
O Color Lighting 

[_] Crepe Papers 

(J Cut-out Letters 

C] Cutting Machines 

C) Decorative Papers 

CL] Decalcomania 

() Display Furniture 

0) Display Forms 

0) Display Racks 

C] Drawing Boards 

(J Enlarging Projectors 
() Exhibit Displays 

CL] Fabrics and Trimmings 
0 Fixtures 

() Flags and Banners 

C Foils 

C) Fountains 


Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lighting—Equipment 
Lithographed Displays 


Mannequins 
Mouldings 
Metal Sheets 
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Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Plaques (Window) 
Paper Mache Specialties 
Photographic Blowups 
Plastic and Composition Pieces 
Plushes and Velours 
Price Cards—Tickets 
Price Ticket Holders 
Reflectors 

Sale Banners 
Socks—Window 
Show Cards 

Show Card Supplies 
Show Cases 

Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
Signs—Electric 
Sleeve Forms 

Stencil Outfits 

Stock Posters 

Store Designing 
Store Fronts 

Tackers 

Time Switches 
Turntables 

Valances 

Wall Board 

Window Drapes 


[] Window Lighting 
[] Wood Carvings 
_| Do you wish a copy of their catalog? 
(| Do you plan to remodel your store soon? 


The 


Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


Firm 


Display Man 


ager 


State 
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B. J. Alexander President 

f New Display Club 

At the first meeting of the Southern Tier 
Display Club, held Wednesday night, Feb- 
ruary 24, at the Hotel Bennett, Binghamton, 
N. Y., Bruce J. Alexander was elected presi- 
dent of the organization. The appointment 
of officers followed a dinner attended by 
displaymen from Binghamton, Johnson, and 





B. J. Alexander 


Endicott, N. Y., cities in the “Southern 
tier.” 

Alexander, display manager for Fowler, 
Dick & Walker, will be assisted by Leon J. 
Hoyt, Brotan’s, vice-president; and Carl A. 
Johnson, McLean’s, secretary-treasurer. Earl 
G. Burgess, J. C. Penney Company, was 
named publicity director. 

The by-laws of the club, which is affiliated 
with the International Association of Display 
Men, were read and future plans discussed. 
A membership campaign is now under way 
to interest all displaymen in the “Southern 
tier” in the new club. The next meeting will 
be held at the Hotel Bennett on March 24. 

Other charter members present were 
Maurice Hack, Kenneth E. Banner, Harold 
F. Bacon, George L. Aytward, Roy E. 
Stocum, Alfred Willis, W. F. Hoover, Har- 
old W. Delaney, James D. Morrison, Lorenz 
C. Bradt, and Stanley Grant. 


New Decorative Cloths 
For Beach Windows 

The impression of natural settings for 
beach, vacation, and sports apparel displays 
will be greatly enhanced through the use of 
new cloths manufactured by the Columbia 
Silk Printing Company, 131 Prince street, 
New York City. The cloth may be obtained 
with actual sand, gravel, pebbles, cork, or 
mother-of-pearl, as desired, affixed directly 
to the fabric. An innovation of the same 
firm is a novelty jewel-cloth with fine possi- 
bilities for display use. Special sample 
sheets on the above-mentioned items are 
available upon request to the address given 
above. 


Oriental Display Adds 
Four To Staff 

Harry Wagner, Oriental Display Fixture 
Company, 247 Varet street, Brooklyn, N. Y., 
has announced the association with that firm 
of the following men: Harry Rosenthal, dis 
play director for Phil Kronfeld, Worth & 
Worth, Murray Gillette, and others; Max 
Kanner, consultant to Stetson Hat Company, 
Disney Hats, and other hat manufacturers ; 
James Testa, director of display for Ludwig 
Bauman Company; Maurice I. Solomon, dis- 
play director, Adler Shoe Stores, New York 
City. 
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MODERN 
DISPLAY PAPERS 


Corrugated-Board 
Materials 
Accessories 


BRAND NEW 


Naleo GRASSCAPE Paper 
(Natural Grass Lawn Effect Paper) 


Naleo SANDSCAPE Paper 

(Natural Sand Beach Effect Paper) 

Unlimited Uses—Reasonably Priced 
Send for Information 


BOOKLET DA-7 containing over 50 
pages, including actual samples of 
paper and materials, sent on request. 





FR AE CO incosvonstes 


116 EAST 27™ STREET 


nEw YvOoRK 


PHONE 


MUrnray-Hitt 5-2687 





REMINDER! 


Write today for your 
copy of my 
SILVER 

ANNIVERSARY 
CATALOG No. 20 
One hundred eighty 
pages of supplies for 
Displaymen, Artists, 
Show Card Writers, 
Sign Painters—contain- 
ing everything modern 
and helpful in mate- 
rials. Just a postal 
will bring your copy. 


Bert L. Daily 


122 E. Third Street 
DAYTON. OHIO 














DRESS UP FOR SPRING 
with 


HAMBURG 
GRASS MATS 


Bet‘er coverage—no burlap showing 
through—fast color—3 grades, 28, 32 
and 56 rows. Insist on Hamburg 
Grass Mats for finest quality. 


HAMBURG FLORAL MFG CO., INC. 
Hamburg, New York, U. S. A. 
Largest American Manufacturer 

of Grass Mats 








MILEO 


MANNEQUINS 


A new and complete line of flexible 
and rigid models. 


The choice of discriminating display 
men and retailers. 


Factory and Showroom Now Located at 


7 West 36th Sireet, near Fifth Avenue 
New York City 

















EXCELS FOR DISPLAY 


Use the best—insist on 


ACADIA BRAND 


FELT 


The choice of leading displaymen for 
background coverings, floor coverings, en- 
semble panels, poster panels, cutout 
letters and applique effects. Over 90 
colors carried in stock—edges do not fray 
—can be furnished in cut lengths. 


WESTERN FELT WORKS 


Main Office and Mill 
4131 Ogden Ave. Chicago, Ill. 


BRANCHES AND STOCKS CARRIED 
42-44 East 20th St., New York 
725 So. Los Angeles St., Los Angeles 
1239 Howard Street, San Francisco 
203 Lowman Bldg., Seattle 





RED and BLUE 


TINSEL 


SELF- 


COLOR 


The Most Outstanding Item for This 


DIS-PLAY-WELL, INC. 


Event 


23 EAST 22ND ST. NEW YORK CITY 
969 McCarter Highway, Newark, N. J. 
Send for Samples 








Use Modern Die-Cut Display Letters 
for sales producing displays, signs and show 
cards. 

Cork, Felt, 
Paper, etc. 
selection from. 
Millions of letters in stock at all times in mod- 
ern styles and desirable sizes. Catalog free. 

FELT LETTER STUDIOS, MFRS. 

£38 South Wells Street Chicago, Illinois 


Poster Board, Gummed 
Attractive colors to make your 








PHOTOGRAPHIC ENLARGEMENTS 


BLOWUPS 


From photographs or printed matter. For window 
and counter display. Mounted or unmounted. 


NEW YORK SOLAR PRINT CO. 


Since 1907 


30 Cooper Square New York City 














CUT-OUT LETTERS for DISPLAY WORK 


3/32 to 1 inch or more in thickness 
IN MANY LIN FINISHES 


ON More Beautiful 
and Less Expen- 
sive than Hand 

NLIN Cut Letters. 


0! for Samples and Price List 
Display & Sign Materials 
BRIDGEPORT, CONNECTICUT 





DISPLAY WORLD 


THE IMPORTANCE OF 
ORGANIZATION 

[Continued from page 11] 
morale and efficiency of the department is 
maintained. In some instances it should be 
necessary for him to figure window rates and 
display rental spaces where such a system 
is used, as well as maintain the window 
schedule. 

The first group, or starting point, is the 
creative group, composed of the display 
manager, the assistant, artists, and copy- 
writers. It is their duty to plan displays, 
make rough layouts, and suggest back- 
grounds or treatments involving art work. 
It is the duty of the copywriter to write 
forceful selling copy to be displayed appro- 
priately with the merchandise. Large dis- 
play departments sometimes have their own 
copywriters, but smaller departments should 
be able to request copy from the advertising 
department as needed. 

The second group is the studio, or work 
shop group. It is their duty to take ideas 
which have been roughly blocked out by the 
creative group and execute this work in a 
finished and _ professional manner, using 
every available medium. 

The third group is perhaps the largest and 
most important of the six divisions. This 
group consists of window trimmers, whose 
duty it is to install attractive, forceful, dig- 
nified, or promotional type window displays, 
depending upon the policies of the store. 

The fourth, or interior, group is growing 
in importance steadily, due to the fact that 
merchants realize that once a shopper enters 
a store she is half sold and that attractive 
case and departmental displays can make 
the shopper become a customer. If a store 
is limited in display personnel, various win- 
dow trimmers can be delegated to be re- 
sponsible for certain floors. Although this 
method is not the best, it is a step in the 
right direction. Merchandisers can be sold 
on the importance of this work by seeing 
intelligently planned and executed display 
units in places which previously had been 
used merely to show merchandise. 

The fifth group is the sign shop. Here 
again this group is limited in size only by 
the attitude of management toward the type 
and quantity of work in relation to store 
policies. In promotional type displays prac- 
tically every item should be placarded or 
priced. Window signs should be entertain- 
ing, sometimes amusing, always concise and 
well-written. The sign shop is an organiza- 
tion in itself, consisting of sign writers, let- 
tering and decorative artists or mechanical 
unit operators. There are several types of 
machines now being manufactured which 
can produce efficiently and neatly an amazing 
number of signs daily. These machines are 
becoming almost indispensable in placarding 
the store interior to keep the customers in- 
formed about various types of merchandise 





THE RAY SCHOOLS 
COURSES IN WINDOW AND STORE 
DISPLAY e SHOW CARD WRITING 
ADVERTISING COPY AND LAYOUT 
STYLING e COLOR » MERCHANDISING 


Personal Training @ Individual Advancement 
116 S. Michigan Blvd. @ Chicago @ Dept. ST 
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and price changes. A great many stores 
feel that hand lettering is still indispensable 
for window display, although certain types 
of machines can produce signs which easily 
rival typographically the very finest of the 
printers’ art. 

The sixth, or last, group of the display or- 
ganization consists of carpenters, painters, 
and porters. Large display organizations 
are sometimes fortunate enough to maintain 
their own staff, but largely this type of work 
is requested from the building superintenc ent 
who relegates men to display work accorc ing 
to requests. 

In brief, the above notes sum up a com- 
plete and efficient display organization «nd 
limitations of work, which plan depends en- 
tirely on the efficiency of the executive in 
charge of such an organization—with the 
possible exception of financial limitations, 
In order to make this review more graphic, 
you may refer to the organization chart as 
well as the candid camera shots which por- 
tray our display organization in action. 
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Acme Rey-Trim Corp. . DNA E IES 
American Display & Novelty Co 

Ames Metal Moulding Co. 

Artistic Display Mfg. Co 

Asher & Boretz ve 

Bakelite Corporation 

Basson's, Inc 

Berlin, Irving & Co.. 

Botanical Industries of ‘America 
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Motion Displa.s, Inc 


New York Solar Print Co 

Nonpareil Company 

Opportunity Exchange 
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